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Rough Proofs 


After General Motors demonstrat- 
ed with its New Year’s Eve broad- 
cast that it is possible to hold the 
time at midnight for four hours, 
Prof. Einstein smiled and said: 
“See? That’s relativity.” 

+ a * 


A lot of support is coming from 
the dressmakers in the campaign for 
Gossard foundation garments. Even 
the dressmakers are willing to ad- 
mit unofficially that it helps some 
if the wearer of the dress can sup- 
ply a reasonable part of the founda- 
tion. 

* * * 

A Chicago advertiser points out 
that the representatives of the diplo- 
matic corps in Washington buy their 
clothes ready-made at the Raleigh 
Haberdasher Store. And the result, 
no doubt, is that the diplomats are 
willing to concede that the un- 
crowned kings of America are Hart, 
Schaffner & Marx. 

* * * 

The president of Canada Dry ex- 
plains that its success was won by 
going after business in the winter- 
time. Like a lot of these merchan- 
dising stories, however, the impor- 
tant part is left out—just how Can- 
ada Dry got all of the hotel bell- 
boys in line. 

* * 

Another sixteen-cylinder car has 
been put on the market. This is 
cheering news, for now the automo- 
tive engineers can proceed onward 
and upward with plans for 24 or 32 


cylinders. + 2 


A Westinghouse expert said re- 
cently that for every dollar wasted 
in advertising, ten dollars are wasted 
in poor salesmanship. He had prob- 
ably just listened to one of those 
book canvasses, in which the sales- 
man explains that he can give you 
the encyclopedia free, and you sim- 
ply pay the cost of the annual re- 
visions. a ' + 

A Chicago jeweler ran a new 
year’s advertisement of diamonds 
and other gems in the financial sec- 
tion of the newspapers, thus empha- 
sizing their character as invest- 
ments. But many a hopeful young 
man has purchased a solitaire only 
to find out later that the first cost 
didn’t matter—it was the upkeep. 

* * * 


The Sherman Corporation survey 
indicates that business men would 
regard the repeal of prohibition an 
aid to prosperity. On the other 
hand, the bootleggers could prove 
that in their field it would contribute 
immediately to the condition the ex- 
perts describe as technological un- 
employment. 

* 

Sears, Roebuck & Co. have slashed 
prices in their new 1931 catalog, 
which shows that woolen underwear, 
for instance, is off 17.7 per cent. 
Among glorified American girls, 
woolen underwear is off 100 per 


cent. a 


Bobby Jones’ golf talks will be 
broadcast under the auspices of the 
Lambert Pharmacal Company. He 
will do his best to prove that perfect 
drives aren’t produced by halitosis. 


The automotive industry has de- 
cided to sell the public more service, 
if fewer new cars. That means that 
from now on, when you scratch a 
mechanic, you'll find & salesman. 


The 28,000 filling-stations in the 
Standard Oil group which have been 
passing out free air to motorists all 
these years will continue to supply 
it in 1931—but nicely wrapped up 
in Atlas tires. 

Copy Cus. 


DIVISION OF 
CHICAGO TRADE 
IS INDICATED 


Chains Doing Larger Share 
Than Heretofore 


Washington, D. C., Jan. 2.—Chains 
are increasing their share of Chica- 
go’s annual retail business of 
$2,153,626,000, according to the 1929 
census of distribution, just released. 

National chains do 13.57 per cent 
of this business; sectional chains, 
4.66 per cent; local chains of 4 or 
more stores, 11.60 per cent; branch 
systems of 4 or more stores, 5.0 per 
cent; three-store multiples, 4.15 per 
cent; two-store multiples, 6.40 per 
cent and single-store independents, 
50.56 per cent. 

Others competing for this volume: 
mail order houses, 2.14 per cent; 
house-to-house systems, 0.01 per 
cent; rolling stores, 0.07 per cent; 
leased-department chains, 0.13 per 
cent; utility operated retail stores, 
0.20 per cent; manufacturer-con- 
trolled chains and sales branches, 
1.50 per cent; unclassified, 0.01 per 
cent. : 
The Leading Group 

The general merchandise grodfi 
gets the largest part of the retail 
volume in Chicago, with sales of 
$505,782,000, or 23.48 per cent of the 
total. 

Second comes the food group, with 
$427,534,000, or 19.85 per cent of the 
total. Third are unclassified retail 
stores and fourth is the automotive 
group, which does an annual volume 
of $252,380,000 or 11.72 per cent of 
the total. 

This is approximated by the ap- 
parel group, which has an annual 
business of $244,742,000, or 11.36 
per cent of the total. Fifth in line 
are restaurants and eating places, 
with $129,814,000, or 6.03 per cent of 
the total. 

Sixth is the furniture and house- 
hold group, with $103,256,000, or 
4.80 per cent of the total. Next is 
the lumber and building group, with 
$101,870,000, or 4.73 per cent of the 
total. 

Last are second hand stores, 
which do only 0.42 per cent of the 
total volume. 

In the grocery store field, section- 
al and national chains get 48.8 per 
cent of the business, with local multi 
units getting 6.7 per cent. 


The Drug Field 


The percentage for sectional and 
national chains in the drug field is 
34 per cent, with 8.1 per cent for the 
home chains. 

Chains do 28.4 per cent of the to- 
tal in the filling station field, with 
12.7 per cent going to the local multi 
units. 

Sectional and national chains get 
21.9 per cent of the department 
store business, while mail order 
houses handle 9.8 per cent. Local 
multi units handle 41.6 per cent. 

Sectional and national chains cor- 
ral 76.8 per cent of the business in 
the 5 and 10 and variety store field. 
Local multi units get 4.7 per cent. 

The national-sectional chain per- 
centage of business in the women’s 
ready-to-wear specialty field is only 
20.5 per cent, while the local chains 
get 36.8 per cent. 

Chains get 82.6 per cent of the 
volume in the retail shoe field, while 
multi chains get 38.7 per cent. 


Cambridge, Mass., Jan. 2—Dean 
Wallace B. Donham, of the Harvard 
Graduate School of Business Admin- 
istration, announced today that the 
Jury for the Harvard Advertising 
Awards, founded by Edward W. Bok 
in 1923, will be composed of the 
following members for the 1930 
competition: 


John Bianchi, the Merrymount 
Press, Boston; Neil H. Borden, asso- 
ciate professor of Advertising, Har- 
vard Business School; Walther 
Buchen, president, the Buchen Com- 
pany, Chicago; Bennett Chapple, 
vice-president, the American Rolling 
Mill Company, Middletown, Ohio; 
Melvin T. Copeland, professor of 
marketing, Harvard Business School; 
William A. Hart, director of adver- 
tising, E. I. duPont de Nemours & 
Company, Wilmington, Dela.; 


J. C. MeQuiston, advertising man- 
ager, Westinghouse Electric & Manu- 
facturing Company, East Pittsburgh, 
Pa.; Henry B. Quinan, art director, 
the Crowell Publishing Company, 
New York; G. R. Schaeffer, adver- 
tising manager, Marshall Field & 
Co., Chicago; G. Lynn Sumner, 
president, the G. Lynn Sumner Com- 
pany, Inc., New York; Roland S. 
Vaile, professor of marketing, Uni- 
versity of Minnesota; Paul B. West, 
advertising manager, National Car- 
bon Company, Inc., New York. 


Meet This Month 

The Jury will meet in Cambridge 
the latter part of January to con- 
sider the material submitted by ad- 
vertisers and advertising agencies 
and that gathered by the School. 
The indications are that the amount 
of advertising material to come un- 
der the attention of the Jury of 
Award will be larger than ever be- 
fore. 

The following awards are to be 
made this year: (1) A gold medal 
for distinguished services to adver- 
tising; (2) five prizes of $1,000 each 


Announce Personnel 
of Jury for Harvard 
Advertising Awards 


for distinguished individual adver- 
tisements, effective in illustration, in 
text, in headline, in typography, and 
in the combination of these ele- 


J. C. McQuiston 


ments; (3) four prizes of $1,000 
each for advertising campaigns: for 
a national campaign for a specific 
product; for a local campaign for a 
specific product or merchandise; for 
a general or institutional campaign; 
for a campaign of industrial prod- 
ucts; (4) a prize of $1,000 for the 
research of the year conspicuous in 
furthering the knowledge and sci- 
ence of advertising. 

The winners will be announced at 
a dinner in their honor at the Har- 
vard Business School some time in 
February. 


Corporation. 


it was revealed today. 


field. 


described, with prices. 


Kidnaped Boy Is Son of Advertising Agent 

St. Louis, Mo., Jan. 2.—Adolphus Busch Orthwein, 13-year-old heir to a 
great fortune, whose kidnaping and safe return aroused nation-wide in- 
terest, is the son of P. J. Orthwein, vice-president of the D’Arcy Adver- 


Last Minute News Flashes 


Regal Buys 22 Emerson Stores 
Whitman, Mass., Jan. 2—The Regal Shoe Company has acquired 
22 shoe stores in principal cities from the Emerson Shoe Stores 


The purchase gives the Regal chain 105 stores. 


J. Walter Thompson Estate Is $2,300,000 
New York, Jan. 2—James Walter Thompson, founder of the J. Walter 
Thompson Company, who died Oct. 16, 1928, left an estate of $2,300,000, 


Mr. Thompson spent almost half a century in the advertising agency 


Jewelry Copy Goes on Financial Page 
Lebolt & Co., Chicago jewelers, used space on the financial page of Chi- 
cago morning papers of New -Year’s day to address a message to “75 suc- 
cessful business men who love their wives.” Specific pieces of jewelry were 


STUDY EFFECT 
OF WEATHER ON 
RETAIL SALES 


Not as Important as Generally 
Believed 


Cleveland, O., Jan. 2.—“Weather 
is a dominant stimulant for depart- 
ment store sales only on the first 
two days of cold weather of the fall 
season and on a warmer day imme- 
diately following the first cold day. 

“Weather, otherwise, is noticeable 
throughout the winter season by af- 
fecting sales adversely.” 

This was the summary of E. H. 
Gault, associate professor of mar- 
keting, University of Michigan, Ann 
Arbor, given at the annual meeting 
of the National Association of 
Teachers of Marketing and Adver- 
tising. 

Professor Gault based his state- 
ments on a study of the effect of 
weather conditions on the day-to-day 
advertising results of four depart- 
ment stores in neighboring cities in 
the Chicago Federal Reserve Dis- 
trict. 

“The more disagreeable it is for 
the public to come to a store to 
shop, the greater is the decline in 
expected ‘sales,” said he. 


Effect of Sleet 


“Sleet ranked first as a weather 
condition which reduced advertising 
results on three days. On one of 
the days the difference between 
actual and normal sales was 92 per 
cent of actual sales, or approximate- 
ly one-half of the expected sales. 
On two days, rain at temperatures 
above freezing reduced the effective- 
ness of the advertising. 

“On another day a storm with a 
temperature of 15 degrees had a 
noticeable effect on the advertising 
results. Extreme cold weather with- 
out storm does not result in a 
greater than average variation in 
sales. On the coldest day of the 
winter, with a temperature of 6 
below, sales were approximately 
normal.” 

Professor Gault said that weather 
conditions explain 23 of 86 abnor- 
mal variations in daily sales during 
the period studied. Of the remain- 
ing 63 variations, he explained 44 
as follows: 

1. Seven times, or on 2.4 per cent 
of the store days, abnormal positive 
variations occur on the day follow- 
ing a relatively large increase in the 
column inches of advertising in the 
evening paper. The large increase 
in sales is caused by the sales pro- 
motion of which the increase in ad- 
vertising is a part. 

It was noted that although the 
large increase in advertising is ac- 
companied by an abnormal increase 
in sales, the sales-advertising ratio 
always declines below average of 
the ratio for the same day in other 
weeks. 


Less Copy, Fewer Sales 


2. Three times, or on 1.0 per cent 
of the store days, abnormal nega- 
tive variations occur on the day fol- 
lowing a relatively large decrease 
in the column-inches of advertising 
used for that day. The sales per 


_|column-inch of advertising are al- 


ways considerably larger than usual 
but are not large enough to increase 
sales to normal. 

8. Thirteen times, or on 4.5 per 
cent of the store days, abnormal 
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ADVERTISING AGE 


January 3, 1931 


positive variations occur when the 
usual number of column-inches of 
advertising is used in the paper 
of the preceding evening but the 
sales per column-inch are abnormal- 
ly large. The evidence points to the 
relatively increased effectiveness of 
the advertising plan as causing the 
increase in sales. 


4. Nine times, or on 3.1 per cent 
of the store days, abnormal nega- 
tive variations occur when the usual 
number of column-inches of adver- 
tising is used for the day but the 
sales per column-inch are abnor- 
mally small. Here the evidence 
points to the relatively decreased ef- 
fectiveness of the advertising plan as 
the cause of the decrease in sales. 


5. Twelve times, or on 4.1 per cent 
of the store days, the number of 
inches of advertising and the sales 
per column-inch are approximately 
average but an abnormal positive or 
negative variation exists which may 
be interpreted as a contra varia- 
tion caused by a large variation in 
the other direction from some other 
cause in the same week. 

Such variations are: forced by the 
method of calculating the normal 
daily sales for each day of the week. 
For instance, if on Monday of a 
given week bad weather conditions 
caused actual sales to be $2,000 and 
normal sales are calculated as 
$2,500, the $500 negative difference 
is distributed to other days in the 
same week and may cause an abnor- 
mal positive variation on some other 
day. 

6. No adequate and definite ex- 
planation could be found for 19 vari- 
ations, or 7.0 per cent of the store 
days with variations greater than 
average. No one factor stood out 
as the dominant cause of these vari- 
ations. In this respect they are like 
the variations which are less than 
average and which could not be ex- 
plained in terms of specific major 
causes. 


Importance of Weather 


Professor Gault’s conclusions were 
as follows: 

Weather can be used as an ex- 
planation of abnormal daily sales 
on only a very few days during the 


Club Distributes 


Crying Towels 
St. Louis, Mo., Jan. 2—On 
the theory that business would 
be a lot better if everybody 
had a good cry and went back 
to work, the Advertising Club 
of St. Louis passed out crying 
towels at last week’s meeting. 
A pleasant time was had 
by all. 


winter seasons. In the winter of 
1929-30 in the Chicago district, 
weather explained abnormally low 
sales on the average of one day in 
every three weeks. It is evident that 
bad shopping weather can be used 
as an explanation of poor sales on 
only a very limited number of days 
throughout the winter. 

Only certain types of weather re- 
duce sales to an abnormal degree, 
and these can be identified by the 
disagreeableness and danger which 
they cause to the shopper in reach- 
ing the store. The most important 
type of weather which reduces sales 
is sleet. In our study it occurs more 
frequently than other types of bad 
weather and its effects on sales are 
most disastrous. 

Continuous rain at temperatures 
above freezing and storm at lower 
temperature are the other two types 
of weather which reduced daily sales 
substantially. 

There are too many good shop- 
ping days in a northern winter for 
the weather to cause abnormal in- 
creases in daily sales except for the 
first cold weather of the fall. At 
this time of the year a drastic drop 
in temperature is worth many lines 
of advertising as a stimulant for 
sales. 

Weather conditions on most of the 
days of the late fall and early win- 
ter are subordinate to other iden- 
tifiable conditions as the major cause 
of abnormal sales. These condi- 
tions are substantial increases or 
decreases in the usual amount of 
advertising, which, in comparison to 
the usual quality of a store’s adver- 


MAKE DETROIT 
YOUR BEST 
TERRITORY 


There’s a way — 


There’s a proven way — 


A proven, quick way — 
At a LOW COST utterly inade- 
quate through other means to 


obtain a like, ceaseless presenta- 
* ¢ > 72 ° 2 * 
e 2 tion — that will develop instant ee 


**PICK-UP”’ to the demand for 


your product. 


If you do not know that OUT- 


DOOR 


ADVERTISING will do 


this for you in Detroit — let us 
give you more of the facts! 


| 


| WALKER & (°O. 


OUTDOOR ADVERTISING 


CHANGES WORK 


W. R. Ewald 


tising, are extremely effective or in- 
effective. 


Variations in Results 


The daily advertising by the stores 
results in observable abnormal sales 
volume only on the day fgllowing the 
advertisement. Two succéssive days 
have either abnormal positive or 
negative sales variation at only in- 
frequent intervals. This points to 
the need for day-to-day advertising 
if the greatest daily benefit is to be 
secured from advertising as a form 
of sales promotion. 

When sales are abnormally low 
on a given day for any reason there 
is no observable indication that the 
loss in sales is recouped in the sales 
of the future. On the other hand, 
when sales are abnormally large 
from the use of a large amount of 
advertising there’ could frequently 
be observed a_ substantial decline 
under normal of sales on the days 
which immediately followed. 

Such sales promotions evidently 
anticipate a large amount of future 
sales and the net sales gain for the 
day is‘not as large as the sales for 
the day indicated. 

This research was made originally 
to determine how frequently weather 
could be used to excuse small sales 
on a given day, and whether adver- 
tising could be changed to meet ab- 
normal weather conditions more ef- 
fectively. The United States Weather 
Bureau makes 36-hour weather fore- 
casts which are 85 per cent accu- 
rate. 

In the cities where advertising 
may be changed within this time 
limit it may be possible for a store 
to increase the effectiveness of its 
daily advertising on days in which 
weather is an important influence 
on sales. The quantity and content 
of the advertisements may be point- 
ed towards a sales promotion which 
will dove-tail with the expected 
weather in influencing consumer 
purchases. 


Four Advertisers 


Name Akron Agency 
Clark-McDaniel-Fisher & Spelman, 
Inc., Akron and Cleveland, O., has 
been appointed by the following: 
Thomas Steel Co., Warren, 0O.; 
Youngstown Steel Car Corp., Niles, 
O.; Pyramid Rubber Co., Ravenna, 
O., and Solar Appliance Corp., 
Cleveland, O. 


Directs Victor Sales 

Following the appointment of 
Harry C. Grubbs as vice-president 
in charge of all sales of the R. C. A.- 
Victor Co., New York, Arthur A. 
Brandt has been placed in charge of 
Victor sales. 

Robert A. Bartley, who has been 
district manager, is assistant Victor 
sales manager. 


To Serve Advertisers 
James C. Dayton, director of the 
general advertising department of 
the Hearst Newspapers for two 
years, has resigned to devote all of 
his time to serving as advertising 

counsel, with New York offices. 


Dailies Merge 
The Anderson (S. C.) Independ- 
ent-Tribune, a morning paper, and 
the Anderson Mail, afternoon, have 
merged and will hereafter be sold 
in combination. : 


Ewald Leaves 
Agency to Join 
Big Paper House 


Detroit, Mich., Jan. 2—William 
R. Ewald, director of the field serv- 
ice department of the Campbell- 
Ewald Company, Detroit advertis- 
ing agency, has resigned to join the 
D. L. Ward Company, Philadelphia 
paper distributor, as vice-president 
in charge of sales promotion and ad- 
vertising. 

In his new work, Mr. Ewald will 
have as his immediate chief G. W. 
Ward, who has built one of the larg- 
est paper houses in the United States 
and who is prominent in the Poor 
Richard Club, of Philadelphia. 

Mr. Ewald has been with the 
Campbell-Ewald Company for 11 
years. On joining the company, he 
organized one of the first direct mail 
departments ever established in a 
general advertising agency. 

The field service department, 
which he has directed, is made up of 
50 men who contact clients’ dealers 
in all parts of the country. 

He has been prominent in organ- 
ized advertising, now being vice- 
president of the Advertising Feder- 
ation of America. He held the same 
position in the Direct Mail Advertis- 
ing Association for a year. 

The D. L. Ward Company, repre- 
senting some of the large paper 
mills of the country, plans promo- 
tion efforts of a type unusual with 
distributing organizations. Mr. 
Ewald will have full charge. 


Buys German Company 

The Underwood-Elliott-Fisher 
Company, New York, has acquired 
a substantial interest in the Mer- 
cedes ‘Company of Germany, the 
largest European manufacturer of 
typewriters. 

Information will be exchanged by 
the two companies. 


Cheese Makes Gains 
Production of cheese in 1929 was 
valued at $113,592,000, the Bureau 
of the Census reports. This was a 
gain of 3.1 per cent in value and 
10.8 per cent in quantity over 1927. 


6-£ INCREASES 
APPROPRIATION 


Cleveland, O., Jan. 2.—With an 
increase in 1930 sales of 30 per cent, 
the electric refrigeration department 
of the General Electric Company 
will spend about $6,500,000 in ad- 
vertising this year, P. B. Zimmer- 
man, sales manager, announced. 

The company’s refrigeration sales 
department will be expanded, and 
several thousand new retail outlets 
will be added. Production has al- 
ready been increased in anticipation 
of another big year. 

“An analysis of our 1930 sales,” 
said Mr. Zimmerman, “indicates that 
instalment buying, which we encour- 
age, is increasing. Approximately 
80 per cent of our 1930 sales were 
made on the instalment plan. Re- 
possessions have been negligible. 

“Looking into the new year, we 
find that about 85 per cent of Amer- 
ican homes are without electric re- 
frigeration. We believe that with 
diligent work we can increase our 
business tremendously in 1931. The 
electric refrigerator today has wide- 
spread acceptance; it is recognized 
as a necessity and owners know that 
the product is one which will pay 
for itself in savings and in health 
of the family. 

“The past year furnished a test 
as to whether the electric refriger- 
ator was a necessity or a luxury. 
The sales increase is the answer to 
that question. As for next year, 
sales will have further aid in the 
activity of the newly-organized elec- 
trie refrigeration bureau of the Na- 
tional Electric Light Association, 
which has for its aim the sale of one 
million refrigerators annually for 
the next three years.” 


Pay Extra Dividend 


The Corn Products Refining Com- 
pany, New York, has declared an 
extra dividend of 50 cents on com- 
mon stock, in addition to the regu- 
lar quarterly payment of 75 cents, 
bringing total declarations for the 
year to $4. 


* 


On January 1st, 1931 


THE KENYON COMPANY, Inc. 
OF BOSTON 


becomes 


DORRANCE, KENYON & COMPANY 


INCORPORATED 
260 TREMONT STREET, BOSTON 


* 


The New England Division of 
DORRANCE, SULLIVAN & COMPANY 
INCORPORATED 
130 WEST 42nd STREET, NEW YORK 


* 


The RIGHT product: markets 


and competition: sales methods 


and then ADVERTISING 


tae Spaiamete . sceaaMioais 5-5) SS, yl il MS 8 al Re a ie st): Sea ae 5 aed Met ee 
fe Ce ee eR Se ee ca Ra aeen Rages pee I ae Be oa : F< ee or ee a is ie bei piece ae Be gh Nee ee he . ee ia i ls ae oO i 
' - Jar 
re ee ee EEE Oe —_ 
pe 
| — SS DE 
7 | “ra 
i | e | | 
te P | | 
a —— | 
a eu. | 
a li A i : 4 
Mes j — 8 86«Ctt ¥ | Cou 
-_-* ees Mii om 3 Ri 
ae a | 
P ee _ | 
ss = Z : ; 
. ~~ _ oo ee = - 
ae , bs a | fred 
t. “ash eae fs _ ig poste 
es x oe. : OS ex clotl 
sao is .< Ni Uni 
fs . se ho Weep oe _ 
a 2 , . 
ae oe eee ee T 
PS sion 
Liek 
regi 
for 
| Ft tio 
ey 
pl “the 
whi 
Tra 
1905 
mea 
‘ iden 
/ wou 
] or 1 
lie « 
beli 
resu 
It 
Mar 
Goo 
it v 
ers, 
: sess 
i ties 
a pT = 
| sucl 
I 
- Dec 
ciet 
on 
; cluc 
ove 
, | ELE LETTE SE OT kni 
ee ee | dre 
| 
fav 
; ; i tha 
the 
} 
cun 
a tio 
i Co1 
Ns id pi os 
ie PO the 
dec 
age 
; * / fru 
ig | bot 
a & | me 
a she 
ca tho 
rs , uct 
ee 
et =— ) 
| Pp / ext 
hai 
thi 
cas 
Ca 
ee 7 | rs 
sib 
ee his 
{ 
Co 
— tre 
res 
ee oa 
E. 
Pe c 
E> 
Ba fo. 
1 
U1 
® || Ps 
© uti 
° tic 
up 
; ee op 
re on 
- ee ta 
da 
} ha 
: , ee C. 
Bi 


SS thet OG & | 


i aw 


A 


ee 


January 3, 1931 


ADVERTISING AGE 


DECKER & COHN 
BEAT CLAIM TO 
SOCIETY BRAND 


Court Reverses Decision of 
Lower Body 


Washington, D. C., Jan. 2.—Al- 
fred Decker & Cohn, Inc., Chicago, 
manufacturer of “Society Brand” 
clothing, had to take its case to the 
United States Court of Customs and 
Patent Appeals before it won exclu- 
sive title to that trade-mark. 

The court reversed the Commis- 
sioner of Patents, who permitted S. 
Liebovitz & Sons, New York, to 
register “Society” as a trade-mark 
for dress and _ negligee shirts, 
blouses, boys’ shirts and pajamas. 

The case hinged on the clause, 
“the same descriptive properties,” 
which appears in Section 5 of the 
Trade-Mark Act of February 20, 
1905. The court construed this as 
meaning whether or not “the use of 
identical or similar trade-marks 
would be likely to cause confusion 
or mistake in the mind of the pub- 
lie or to deceive purchasers.” It is 
believed that such confusion would 
result in this instance. 


The Vital Question 


It quoted the case of the Sexton 
Manufacturing Company versus the 
Goodall Worsted Company, in which 
it was held that union suits, draw- 
ers, nightshirts and pajamas pos- 
sessed the same descriptive proper- 
ties as outer clothing and the textile 
fabrics used in the manufacture of 
such clothing. 

In its notice of opposition, Alfred 
Decker & Cohn said it has used “So- 
ciety” as a trade-mark for 20 years 
on various articles of clothing, in- 
cluding men’s knickerbockers, coats, 
overcoats, vests, trousers, jackets, 
knickerbockers for youths and chil- 
dren, and other articles of wearing 
apparel; that its mark was well and 
favorably known to the public and 
that it would be damaged by use of 
the same mark by Liebovitz & Sons. 

Practically the same set of cir- 
cumstances prevailed in the opposi- 
tion of the California Canneries 
Company to registration of “Bear” 
as a trade-mark for glace fruit by 
the Bear Glace Fruit Company. The 
decision of the court was again 
against the newcomer. 

The court found that “the same 
fruits are treated and dealt in by 
both companies, though the treat- 
ment differs. There is a difference 
shown as to packing: practice, al- 
though in some instances glace prod- 
ucts have been packed in tin boxes. 


Line of Expansion 


“It also appears that to a limited 
extent, the respective products are 
handled by the same dealers, though 
this is not true in the majority of 
cases. One of the officials of the 
Canneries Company testified that 
production of glace fruit is a pos- 
sible line of natural expansion for 
his company.” 

Opposition of the Paul Plessner 
Company, owner of “Taurocol,” as a 
trade-mark for medicinal tablets, to 
registration of “Tauresal,” for the 
same class of merchandise by Albert 
E. Mallard was sustained by the 
Commissioner of Patents after the 
Examiner of Interferences had ruled 
for the latter. 

The following opinion of the 
United States Court of Customs and 
Patent Appeals was introduced: 

“It is well settled that the stat- 
utory right to oppose the registra- 
tion of a trade-mark does not depend 
upon the exclusive ownership by an 
opposer of a similar mark. It is 
only necessary that the opposer es- 
tablish that he would probably be 
damaged by the registration of an 
applicant’s mark.” 


Burr Enters Clinton 
Its 23rd department store lease 
has been taken in Clinton, Ia., by L. 
C. Burr & Co., subsidiary of Butler 
Brothers. 


Salada Promises 


Largest Tea Campaign 


Boston, Mass., Jan. 2—The 
Salada Tea Company will stage 
the largest advertising cam- 
paign ever placed behind tea, 
Herbert C. Claridge, advertis- 
ing manager, told the com- 
pany’s salesmen at their an- 
nual convention. 

Newspapers will get the bulk 
of the appropriation. 


Piggly-Wiggly 
Drug Store Is 
Started in N. W. 


New York, Jan. 2—A help-your- 
self drug store has begun opera- 
tions at Seattle, Wash., as Drug- 
Mart, Inc., the founder being H. J. 
Case, who spent 20 years in the 
wholesale drug field. 


The Business Week says of the 
new venture: 


“The store is L-shaped with en- 
trances from two streets, and is 
close to one of the city’s best patron- 
ized markets. Goods and methods 
appeal to the class of shoppers who 
regularly go to the public market. 


Drug-Mart, Inc., carries a com- 
plete stock of nationally advertised 
medicine and patent preparations, 
package goods, cosmetics, compacts, 
toilet articles, and bath room neces- 
sities, in addition to such miscellane- 
ous stock as floor polish, light globes, 
thermos bottles. 


“There is no fountain or lunch 
counter and no prescriptions are 
compounded. It was decided not to 
sell cigars and cigarettes, as they 
are carried by stores on either side. 


“All goods are displayéd on 
shelves and counters in plain sight 
and each article marked at reduced 
prices in odd figures. Customers 
make their own selections, then ad- 
vance to the cashier and wrapper. 
The cashier can see every part of 
the store and the price of every 
article. 


Plan Other Stores 


“Other stores on the same plan 
are to be opened in Seattle in the 
near future but there is no intention 
of starting chains in other cities. 
Drug-Mart, Inc., if it expands, will 
confine its operations locally. 

“*We believe we have found a 
merchandising plan that will have a 
broad appeal,’ says Mr. Case. ‘We 
find that Thursday is our poorest 
day. This is also true at the ad- 
joining market. Friday and Satur- 
day record the largest sales, but 
rather surprising is our experience 
that Monday is also a day for large 
business. 

“*We find that there is less pil- 
ferage than in an ordinary drug 
store, for there are no partitions 
or counters and everything is in 
plain sight. Anyhow most people 
are honest. 

“‘Our show windows are our best 
advertisement. We found recently 
that while a window washer was at 


work, the display stock having been | ¥ 


temporarily removed, we made no 
sales. But as soon as the windows 
were again filled with articles, 
plainly price marked, customers 
came in.’” 


Philadelphia Women 
Start New Course 


The annual advertising course 
sponsored by the Philadelphia Club 
of Advertising Women will begin 
January 5 and will run until May 4. 
Blanche E. Clair, Marie A. Creamer 
and Frances M. Suarez are in 
charge. 


All phases of merchandising are 
discussed during the course, which 
is one of the few in the country for 
which no charge is made. 


New York Picked 
by Foreign Council 


The first convention ever held by 
the National Foreign Trade Council 
in New York will take place May 
27-29. It will be the 18th annual 
meeting. Headquarters will be at 
the Hotel Commodore. 


No. 43 of a Series 


Northerner. 


even that he is a transplanted 


that Southerners retain their ac- 
cent when they come north, but 
Northerners go violently south- 


ern when they settle down 


In which Mr. Jones 
leaves Dear Old 


Ma-a M-myY! 


anywhere south of Baltimore. 

But this is only a minor inci- 
dent in Mr. Jones's article, “On 
Leaving the South.” Mr. Jones 


has returned to the North after14 


IF you happen to be in Atlanta 


years as a college professor at the 


or Raleigh or Montgomery and a 


Universities of Texas and North 


man is speaking to you in a South- 


Carolina. 


ern accent so broad even the 


It was hard for his Southern 


Gullah Negroes would have 


friends to understand why he was 


trouble understanding it, don’t 


leaving until they found he was 


jump to the conclusion that this 


returning to Michigan, where he 


gentleman is the original of all 


was born. Then it was all right, 


Southern colonels. The odds are 


says Mr. Jones, because “every 
Southerner feels a close and inti- 


mate communion with his native 


The point is—according to 


state.” 


Howard Mumford Jones who 


Mr. Jones writes on Southern 


writes in January Scribner’s— 


charm, hospitality and modern 
customs as contrasted with the 
old. He tells of the difficulty a 
Northerner has in ever becoming 
an integral part of the South. He 
tells what constitutes the strength 
and weakness of the South, as 
seen by a Northerner who lived 
in the South and has high regard 
for it. 

We can relieve your mind at 
once: Mr. Jones's South is not 
the South of Mr. Al Jolson. It is 
the South yqu know if you were 
born there or have lived there. 
It is a South worth understanding 
and Mr. Jones makes it under- 


standable. 


JANUARY 


Announces Plans on 


Five New Accounts 
Littlehale, Burnham, Rossiter, 
Inc., New York, has announced the 
following new accounts: 

Hotel St. George, Brooklyn, for 
which radio and direct mail will be 


sed. 

Weksler Thermometer Co., New 
York, affiliated with the United 
States Radium Corp. Business 
papers and direct mail are scheduled. 

Stop-Fire, Inc., New York, makers 
of Stop-Fire fire extinguishers. 
Newspapers, direct mail and outdoor 
copy will be used. 

David Franklin Co., Maplewood, 
N. J., Jewel and Everclean bathroom 
fixtures, for which business papers 
and direct mail will be utilized. 

Diamond Expansion Bolt Co., Gar- 
wood, N. J., metal specialties. Di- 
rect mail and business papers are 
scheduled. 


Seek Membership 


in Women’s Club 


Five applications for associate 
membership have been posted by the 
Philadelphia Club of Advertising 
Women. 

They are from Marie C. Meyers, 
Bloomingdale-Weiler Advertising 
Agency; Ruth A. Hogeland, The 
Country Gentleman; Esther A. S. 
Wass, Abbotts Dairies, Inc.; Helen 
M. Klose, George B. Newton Coal 
Co., and Marie A. Cunning, Charles 


Beck Company. 


Distribution 
Is Shown for 
Three Fields 


Washington, D. C., Jan. 2.—Of 
1929 sales of fountain and stylo- 
graphic pens and pen points of $33,- 
842,000, 75.3 per cent were sold to 
retailers, including manufacturers’ 
retail branches, the Bureau of the 
Census reports. 


Another 21.5 per cent went to 
wholesalers, with but 0.7 per cent 
sold through manufacturers’ whole- 
sale branches. The remaining 2.5 
per cent went to industrial and 
other large consumers who buy at 
wholesale. 


Chewing gum sales in 1929 aggre- 
gated $60,867,000 and 86.1 per cent 
went to wholesalers. Sales to re- 
tailers accounted for but 13.7 per 
cent, and to consumers, 0.2 per cent. 
The volume of sales made through 
manufacturers’ agents, selling 
agents, brokers and commission 


the total. 

In the field of gas machines, gas 
meters, and water and other liquid 
meters, industrial and other large 
consumers took 71.4 per cent of the 


total of $39,606,000. Manufactur- 


houses amounted to 4.7 per cent of | 


ers’ sales branches absorbed 12.0 per 
cent; wholesalers, 8.8 per cent; re- 
tailers, 3.9 per cent, and home con- 
sumers, 3.9 per cent. 


Manufacturers’ agents, selling 
agents, brokers and commission 
houses handled but 7.4 per cent of 
this business. 


Announce Terms for 
Utilities Copy Contest 


Campaigns to be entered in the 
annual better copy contest of the 
Public Utilities Advertising Associa- 
tion, should be sent to Eric W. 
Swift, Commonwealth Edison Co., 
72 W. Adams street, Chicago, by 
February 21, 1931. 

The contest is confined to members 
of the association. Selection must be 
confined to not more than ten news- 
paper advertisements and five pieces 
each of direct mail, car cards, post- 
ers and outdoor copy in each of the 
main divisions—electric, gas and 
transportation. 


Appoint Committees 


Five committees have been named 
for 1931 by the Advertising Club of 
Cleveland, O. Harry B. Winsor 
heads the Wednesday program com- 
mittee; Harry W. Freda, the expan- 
sion committee; J. G. Buehl, bridge 
committee; I. I. Sperling, publicity 
and Ralph W. Shenton, committee © 
for “The Torch,” club publication. 
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Can Advertising Sell More Cars? 


The opening of the New York 
show starts the automobile industry 
off on a new year. Will it bring the 
business out of the doldrums? Will 
it make advertising the powerful 
weapon which it has been for a gen- 
eration in the hands of the great 
merchandising geniuses of the motor 
industry ? 

The past year has been disap- 
pointing. Sales have slumped com- 
pared with 1929. They were ex- 
pected to slump. Advertising plans 
were made with this in view, and 
the volume of automobile advertis- 
ing at times became painfully light, 
compared with the number and size 
of advertisements which formerly 
confronted prospective purchasers 
at every turn. 

Was this a tacit admission on the 
part of the industry that the auto- 
mobile is a luxury product, to be 
purchased only out of surplus? Did 
it suggest that the contention of the 
manufacturers, that automobiles are 
not “pleasure cars” but an economic 
necessity, based on modern require- 
ments as to rapid communication 
and transportation, frequent per- 
sonal contacts and maximum mobil- 
ity, is intended for public consump- 
tion but is not taken seriously by 
the trade? 

Someone should write the history 
of automobile advertising for the 
benefit of those who seem to believe 
that sales of motor cars are pro- 
duced automatically. When the in- 
dustry was in its infancy, its amaz- 
ing growth was due more to adver- 
tising than to any other single 


factor. The rapidity with which the 
automobile grew from a toy of in- 
significant position socially and 
commercially to the greatest single 
industry the world has ever known 
resulted because advertising was 
telling everybody, everywhere, why 
they should have automobiles and 
how to get them. The cars were 
crude and unsatisfactory, the prices 
were high, the roads were bad, the 
service was non-existent—but ad- 
vertising made people want those 
cars, regardless of mechanical im- 
perfections, bad roads and poor 
service! 

Automobile experts tell us that 
design has not finished its job— 
that we shall have better and cheap- 
er motor cars in the future, just as 
we have had in the past. Better 
service is to be assured by improved 
organization of that end of the busi- 
ness. Broader paved highways will 
take care of the growing traffic. 

If these things are so, and if the 
automobile industry really believes 
that its products serve an economic 
need, and are not merely the casual 
indulgence of a_ luxury-surfeited 
age, then it is up to the industry to 
use more advertising, and to do in 
1931 the kind of merchandising job 
it failed so signally to do in 1930. 

Incidentally, if automobile leaders 
are able, with the aid of advertising, 
to bring back prosperity in large 
measure to their own industry, they 
will by the same token contribute a 
major part of the business activity 
which will restore the prosperity of 
the whole nation. 


Advertising’s Job in 1931 


Advertising and merchandising 
are not synonymous, but to adver- 
tising men has largely fallen the 
task of developing merchandising 
plans which can capitalize to the 
utmost the play of forces released 
by advertising. 

In 1931 advertising executives are 
called on to make advertising more 
effective in two ways: by better 
merchandising plans, and by better 
advertisements. 

The development of improved 
merchandising ideas is always pos- 
sible. The man responsible for the 
successful use of appropriations 
would be ashamed of himself if he 
never came to bat with a good idea 
for making the product more at- 
tractive, in respect to design, pack- 
age, price or service. In 1931 he 
should be prepared to give the busi- 
ness the stimulation of new and im- 
proved merchandising plans, capable 
of rousing sluggish consumer inter- 
est, and of giving the sales and dis- 
tribution organization something 
new to talk about and enthuse over. 

So many old conventions as to 
methods of distribution have broken 
down that the gates are wide open 
for pushing through new and star- 
tlingly effective merchandising oper- 
ations. Whitman has borrowed the 
florist telegraph idea and applied it 
to candy; diamonds are being adver- 
tised on the financial pages; Bauer 
& Black are getting greater promi- 
nence for their items of drug sun- 
dries by fighting for greater public 
recognition of the drug trade; tire 


manufacturers are selling through 
filling stations; meat packers are 
finding new outlets through pack- 
aged, quick-frozen fresh meats and 
new forms of packaged meat prod- 
ucts. There’s no end to the merchan- 
dising possibilities of 1931. 

Producing better advertisements 
is one job which advertising men 
must be interested in and committed 
to. Instead of advertising copy, lay- 
out and illustration having reached 
their apex, there is danger that they 
have entered a period of decadence, 
when every advertisement looks like 
every other advertisement, and when 
elegance has been substituted for 
power. Advertising, to do the work 
required of it, must have the char- 
acter, the strength, the appeal, to 
break through casual attention and 
ignite genuine interest. Are today’s 
advertisements capable of doing 
that? 

More and more advertising agen- 
cies are acknowledging their desire 
to make advertising appropriations 
do a bigger job by the simple device 
of buying better advertising. That 
means that they are concentrating 
their technical facilities on the main 
job of writing better advertising, 
laying out better advertisements, 
employing more dynamic typog- 
raphy. 

The challenge to produce better, 
more readable, more resultful ad- 
vertisements is unquestioned. It 
must be recognized and accepted 
by advertising men who intend to 
progress with business in 1931. 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


197. The Lord of Telephone Manor. 

Believing a comparison of the 
number of residence telephones to 
population offers a valuable index to 
consuming power, the Literary Di- 
gest, New York, has published a 
convenient little book of 550 pages 
giving the distribution of 11,311,391 
telephones by 683 retail shopping 
areas, and other useful data based 
on telephone statistics. Included is 
an occupational analysis of the pub- 
lication’s circulation. 


198. Where the Wholesaling Is 
Done. 


If an advertiser in the automotive 
field should want to know what per- 
centage of the total business a job- 
ber in Bessemer, Ala., should de- 
liver, he can find the answer in this 
70-page booklet published ty Motor, 
New York. It is a study of the 
relative importance of distribution 
points for the automotive industry. 
A map shows 25 wholesale centers 
where 41.19 per cent of distribution 
in this field is effected. 


199. As They Like It. 


A brochure of excerpts from read- 
ers’ correspondence, edited by The 
Business Week, New York, in such 
a way as to tell the story of the 
magazine and to show the interests 
of the business executives who are 
readers. 


200. Sales Manual. 


A sales manual, prepared by Cap- 
per’s Farmer, Topeka, to show how 
much spendable income is available 
each year in the agricultural com- 
munities of the Mid-West. One fact 
indicated is that 37.3 per cent of the 
retail business in towns of 10,000 to 
25,000 population originates with 
the farmer, the percentage increas- 
ing to as much as 70 per cent in 
smaller towns. 


201. Standard Market Survey Form 
—“Furniture Index.” 


This brochure contains informa- 
tion regarding policies, editorial 
scope, circulation, etc., of Furniture 
Index; and statistics on the distribu- 
tion and character of retail furni- 
ture dealers. A table shows the per- 
centage of dealers stocking various 
house furnishing lines. Published 
by the Furniture Publishing Cor- 
poration, Jamestown, N. Y. 


202. Circulation by Counties. 


The annual presentation of cir- 
culation by counties of each of the 


six leading women’s magazines by 


McCall’s, New York. 


203. Marketing Survey of 29 Typi- 
cal Small Towns. 

This booklet presents a study of 
marketing conditions in towns of 
less than 2,500 population, removed 
from metropolitan influence. The 
survey inquires into sizes of fam- 
ilies, ages and occupations of family 
heads, standards of living, brand of 
automobiles and radios owned, etc. 
Another section shows the demand 
for brands in grocery stores, drug 
stores and garages. Published by 
Grit, Williamsport, Pa. 


173. Iowa Grocery Jobbing Terri- 
tories, 1930. 

This is an unusually interesting 
graphic presentation of the opera- 
tions of 24 food distributors, show- 
ing the counties in Iowa in which 
they are active. Should be helpful 
to advertisers interested in food 
distribution. Issued by the Des 
Moines Register and Tribune. 


194. The Marketing of Store Equip- 
ment and Supplies. 

This booklet by Retailing indi- 
cates that the big market for store 
equipment is among department 
stores with annual net sales of more 

(Continued on Page 11) 


NEW YEAR’S RESOLUTION OF RADIO 
ADVERTISER , 


—College Humor 


Voice of the Advertiser 


Squibbs Inaugurates 
the Five-Day Week 


To the Editor: Our 1931 advertis- 
ing appropriation will be larger than 
in 1930. There will be no important 
changes in mediums or copy. 

In our opinion, the fluctuations of 
employment have a vital bearing on 
the present economic disturbances. 
Our company has established a plan 
which we believe if followed by in- 
dustry as a whole, will result in 
sound and permanent relief. 


Early in the summer, we inaugu- 
rated the five-day week. That plan 
will be continued even though de- 
mand should increase, for instead 
of lengthening the work week, we 
will take on additional employes. 
This curtailment of the work period 
carries no curtailment in wages. 


If industries generally should 
adopt this policy of a five-day week, 
the labor situation would be vastly 
relieved. For such industries as re- 
quire seven-day operation, the five- 
day week is practicable by use of the 
“staggered” holiday. The reduction 
from the six to the five-day week 
would bring about an increase of 
over 10 per cent in the number of 
employes. 

In short, our plan is for more 
workers, shorter hours, and no cut 
in pay. 

THEODORE WEICKER 
1st Vice-Pres., E. R. Squibbs & 
Sons, New York 


* * * 


Says Prohibition 
Survey Is Inaccurate 
To the Editor: I don’t like ADVER- 
TISING AGE because if it will publish 
a headline such as “Prohibition seen 
as chief obstacle to business revival,” 
it will be inaccurate in other re- 
spects, too. 
W. P. STEWART 
St. Paul, Minn. 


* * * 


Agency President 
To Run for Governor 
To the Editor: You may be inter- 
ested in knowing that I have an- 
nounced myself as a candidate for 
Governor on the Democratic ticket 
and that the formal announcement 
will shortly come from New York. 
s.DWARD G. BOERGER 
Pres., E. G. Boerger Co., 
Logansport, Ind. 


He Travels Fastest 
Who Travels Alone 


To the Editor: This announces a 
demerger. When I announced Koch, 
Koch, Koch & Koch, I hoped to find 
an organization to sell my ideas, but 
it didn’t work. 

Starting January 1, I am back 
again on home grounds. I have 
dropped the name “Koch Advertising 
Ideas” and will have a new sign 
reading: “Koch Visualizations.” 


WALTER KocH 
New York. 


x* * &* 


Another Angle on 
Radio Transcriptions 

To the Editor: I was very much 
interested in some of the statements 
made by M. H. Aylesworth, presi- 
dent of the National Broadcasting 
Company, about phonograph records. 

We are also opposed to the use 
of phonograph records, and believe 
their place is on the phonograph, in- 
stead of the air. 

However, electrically transcribed 
programs are different. They are 
the answer of many stations to ex- 
orbitant wire charges. They enable 
local or sectional companies, which 
are fighting for their very existence, 
to advertise their products effi- 
ciently. 

W. L. GLEESON, 
Genl. Mgr., Station KROW, 
Oakland, Cal. 


* * * 


Arbogust’s Method 
of Writing Copy 

To the Editor: The “Dear Gil’ 
in our house advertisements is Gil- 
bert M. Smith, a lovable, scrappy 
friend of mine who sells incomes 
and insurance. 

In trying to explain my beliefs 
about advertising copy to him, I 
found that at intervals, he’d shake 
his head up and down. 

So in writing our advertisements, 
I write them to Gil. Then I read 
each one to him. If he shakes his 
head up and down, they’re O. K. 


OREN ARBOGUST 
Chicago 
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January 3, 1931 


ADVERTISING AGE 


Advertising Parade of 1930 Passes in Review 


Deaths 


Jan. 9. Edward W. Bok, former 
editor of the Ladies’ Home Journal 
and founder of Harvard Advertising 
Awards. 

Feb. 3. Edward Hope, former 
business manager of the Pittsburgh 
Leader. 

Feb. 19. Joseph H. Bragdon, pub- 
lishing director of Textile World. 

March 4. George H. Putnam, 
president of G. P. Putnam’s Sons, 
New York, publishers. 

March 7. Isaac Standish Hol- 
brook, manager of advertising for 
Engineering News-Record and Con- 
struction Methods, New York. 

March 8. Bernard J. Hausfeld, 
advertising manager of The Lunken- 
heimer Co., Cincinnati. 

March 28. Edward Freschl, presi- 
dent of the Holeproof Hosiery Co., 
Milwaukee. 

May 16. M. Andre Bowles, art di- 
rector for the Boyce Publications, 
Chicago. 

May 18. Ernest Jefferson Wil- 
liamson, editor of the Hotel Gazette, 
New York. 

May 18. Clement D. Spaulding, 
former advertising manager of the 
Curtis Publishing Co., Philadelphia. 

May 27. Daniel M. Lord, founder 
of Lord & Thomas. 

May 29. Charles D. Spalding, re- 
tired advertising director of the Mc- 
Call Publishing Co. 

June 9. Thure de Thulstrup, fa- 
mous staff artist of New York Daily 
Graphic. 

June 9. Julius W. Muller, editor 
of “Linotype Bulletin,” New York. 

July 16. Fred J. Robinson, west- 
ern manager for the Chilton Class 
Journal, Philadelphia, killed in Chi- 
cago automobile accident. 


July 19. Col. Oliver S. Hershman, 
former publisher of the Pittsburgh 
Press. 

July 19. E. E. Critchfield, founder 
of Critchfield & Co., Chicago. 

July 20. Frank K. Dolbeer, sales 
manager of the Victor Talking Ma- 
chine Company. 

July 21. A. Donald Stewart, sales 
manager of Whitfield Citrus Corpor- 
ation, New York. 

July 26. Holt Hollinger, assistant 
advertising manager of the Kelvina- 
tor Corp., Detroit. 

July 238. Gerald Buckley, an- 
nouncer of Station WMBC, Detroit, 
murdered following gambling cru- 
sade. 

July 25. Dennis Hanna, business 
manager of the New World, Chicago. 

July 27. Wendell P. Colton, treas- 
urer of the New York advertising 
agency of that name. 

Aug. 6. A. R. Eadie, president of 
Gehring Publighjpe Company, New 
York. 

Aug. 12. Edward B. Stahlman, 
publisher of the Nashville (Tenn.) 
Banner. 

Aug. 18. Van Lear Black, pub- 
lisher of the Baltimore Sun, drowned 
on yachting trip. 

Aug. 18. James A. Curran, who 
established first outdoor advertising 
plant in Colorado. 

Sept. 6. Frederick C. Mathews, 
former publisher of Dairy Products 
Merchandising, Detroit. 

Sept. 13. Hugh B. Kennedy, busi- 
ness manager of New Haven (Conn.) 
Register. 


Sept. 21. Dr. John T. Dorrance, 
president of Campbell Soup Co., 
Camden, N. J. 


Sept. 22. Col. Thomas C. Leslie, 
publisher of Hotel and Club News, 


THAT SERVICE 


mt 


New 1931 Building Chart 
Now Ready 
SEND FOR COPY 


\ 


No. 26 of a series of informative announcements 


TECTURE 


RCH 


Anyone can make a guess 
—but not everyone has the 
time to make the study that 
a reasonable estimate of 
the building to be done in 
1931 requires. 


by ARCHITECTURE 
for the BUILDING INDUSTRY 


Keen el 


WHY TAKE 
THE TROUBLE? 


when it has been done for you 


IS PERFORMED 


earl BRE P28. eH 


= 


EDITED BY ARCHITECTS FOR ARCHITECTS 
CHARLES SCRIBNER’S SONS, Publishers 


(ae 


597 FIFTH AVENUE, 


NEW YORK CITY 


Philadelphia. 


Oct. 11. Col. Milton A. McRae, 72, 
former head of the Scripps-McRae 


LEADS RATE FIGHT 


Lee H. Bristol, president of the 
Association of National Advertis- 
ers, which has expressed unremit- 
ting opposition to two rates in the 
newspaper field. 


newspapers. 

Oct. 12. John A. Daly, advertising 
manager of the Catholic Standard 
and Times, Philadelphia. 

Oct. 14. E. J. Boies, publisher of 
the Sycamore (Ill.) True Republi- 
can, 

Nov. 7. John D. Ross, Chicago 
newspaper representative. 

Nov. 9. John Lee Mahin, presi- 
dent of the New York agency of that 
name. 

Nov. 10. Charles D. Atkinson, 
business manager of the Atlanta 
Journal. 

Dec. 17. Thomas Laurence Nichol- 


son, director of radio advertising of 
Critchfield & Co., Chicago. 


Chance for Members 
of Rochester Club 


Rochester, N. Y., Jan. 2.— 
Jean Lowell, authoress, quoted 
by the Associated Press as 
“hoping that some guy falls 
in love with me in 1931,” will 
be the speaker at the January 
8 meeting of the Rochester 
Advertising Club. 


Advertising Associations 

February—Audit Bureau of Circu- 
lations rules that association sub- 
scriptions must be segregated and 
classed as voluntary or involuntary. 

April—Harry Chandler, Los An- 
geles Times, heads American News- 


RUPERT HYTHOMAS 


Don’t Forget the 
Architect 


If your product is specified by 
architects—or if it should be— 
it will pay oy to give careful 
thought to the architectural end 
of your advertising. 


Continue your consumer cam- 
paign full swing—but don’t pass 
the architect by as being “cov- 


ered” by one lone paper in a 
miscellaneous trade paper 
schedule, 


We would like to tell you how 
we handle campaigns and what 
they have accomplished for lead- 
ing companies whom we serve. 


Rupert Thomas, Advertising 
11 W. 42nd St., New York 


An agency specializing in build- 
ing materials and equipment 


"FO canes hes Coen ctl shank nih gies ‘eal 
consumer advertising and so heated has the debate 
become at times that one might be left with the im- 
pression that they are in conflict with one another. 


One might even suspect that each considers his 


ture he draws is interesting. 


in the ADVERTISING PLAN 


form of medium the only one necessary. ( Most 
advertising buyers are informed on the subject and 
what is said here may not now be new to them. 
They are quite aware that a trade paper is one 


thing; a consumer magazine is another and neither 


can fulfill the function of the other.” 


In a booklet—as entertaining as it is brief—Ray 
W. Sherman, Editorial Director of the Hearst Busi- 
ness Magazines, has set down some of the truths 
that underlie this branch of publishing. ( The pic- 


The facts he presents 


are true. The conclusions he draws are important. 


@ A copy of THE PLACE OF THE TRADE 
PAPER IN THE ADVERTISING PLAN will 


be sent on request. 


Hearst Business Magazines 


MOTOR—AMERICAN DRUGGIST—AMERICAN ARCHITECT—AROMATICS 
57th Street at Eighth Avenue, New York, N. Y. 


See eee 8 SE ae A Reo eee he ea cs thai ano Par arch yee ions ite mr Om ea SO OR ee ee MB mS tee) had eg 
ae Oa i i OO Ok ke ee | Se i a ol Sade peers”) gilt Pi, 
5 PT 
a 
ee 
| ee (PERE ere emer a ee ae 
re 3 
ag 
bs. a 
> oi rs = | = 
| se 4 * | 
ee Ey 
: , oe 
| . Ps pe 
| 7 | 
. Fn J a 
| Pe ‘aoe 
| # : J : o . ‘ ; ~ Po 
| be *« a ae 
fare 2 ; w ere j i | | 
e's ~ « | 
‘ te | 
; a rr 
: ——___ 
en ee 
| SS ATL RE AERA AIRRE E A 25 SME A ROS ERLE AER SE RAITNIES SMES A AIRES te MS RIIOETIR ES EG RS RINE RN EEN A 
OS A LAE RR I AR ST OT TTT — LE I AANA TE SN Ae A RN AI 7 
LE TL LL, LE A a 
| | Po 
] 
| Ll ee 
= aa 
1 
| 
| 
z ee ee 
| | 
| Liteon e 
naa 
| phate 
| P 
| S| \ 
7 
} 
J 
eee | 
| ' . ee 
] ee 
| y : 
| ee 
l | ee 
| 
| | ee 
mw ( 
| 
ac a RN RN RR ST Sc 
a a NR EE NERS Ta APNE I RR I EE ORE AER AN RE NE NA ET OR AA A SRR ET A AS TE TTS TT : 
Sy SA AE IE DAILIES ENTE NEEL ALE LEGA OLE LEE L LLL LIENS SIENA ALIE EAA ADDED ASIDE A 
TA A NN ARNE APSR ET NE TE 
XU 


ADVERTISING AGE 


January 3, 1931 


Regulative Tendencies Increase in 1930 


paper Publishers’ Association. 

May—Warren C. Platt, National 
Petroleum News, elected president of 
Associated Business Papers, Inc. 

May—Advertising Federation of 
America absorbs Federation of 
Women’s Advertising Clubs of the 
World. Gilbert T. Hodges, New 
York Sun, new president of A. F. A. 

June—Pacific Advertising Clubs 
Association threatens to withdraw 
from A. F, A. 

July—Southern Newspaper Pub- 
lishers Association adopts local- 
national rate definition evolved by 
Newspaper Advertising Executives 
Association. 

September—F. R. Kerman, San 
Francisco, new president of Finan- 
cial Advertisers Association. 

September—Chauncey S. S. Miller 
elected by Insurance Advertising 
Conference. 

October—William A. Biddle re- 
elected president of Direct Mail Ad- 
vertising Association. 

October—Handling of newspaper 
hotel sales causes lively debate at 
annual meeting of Audit Bureau of 
Circulations. 

November—H. H. Rimmer re- 
elected president of Association of 
Canadian Advertisers. 


November — Association of Na- 
tional Advertisers elect Lee H. Bris- 
tol president; condemns enforced 
newspaper combination rates; calls 
local-national rate unfair competi- 
tion; asks publishers to suspend rate 
increases. 


Campaigns 

January — The Grigsby-Grunow 
Co., Chicago, announces its 1930 ad- 
vertising appropriation will be $3,- 
500,000, with newspapers getting 
most of the increase. 

March—The Scholl Mfg. Co., Chi- 
cago, reports its 1930 campaign will 
involve $1,250,000, and feature the 
logic that lack of comfort causes 
wrinkles. 

March—The Sterling Silversmiths’ 
Guild of America launches a test 
campaign in Washington, D. C. 

March—First national advertis- 
ing for field seeds reported success- 
ful by the Warren-Teed Seed Co., 
Chicago. 

March—Increase of 59 per cent in 
1929 sales reported by the Western 
Company, Chicago, tooth brushes. 

April—Inecto Company, New 
York, Notox, calls it “hair tint,” in- 


stead of “dye,” and features “heart- 


break age” in copy. 
April—Clothing manufacturers 
take 16 page section in two maga- 
zines, 
April—Buick Motor Company, De- 
troit, launches used car campaign 
for dealers. 


April—Pledge cards obtained from 
consumers through employes feature 
campaign of Armour & Co. for 
Fixed Flavor Star ham and bacon. 


May—Mrs. Ruth Hanna McCor- 
mick says successful political cam- 
paign is based on good advertising. 
Her expenditure is $252,572. 

May—Otto N. Frankfort, general 
sales manager of Story & Clark 
Radio Corp., Chicago, adopts policy 
of a limited number of good dealers. 


June—Frances Hooper, Chicago 
agent, reports Philip K. Wrigley 
O. K.’d a $500,000 gum campaign in 
two minutes on strength of beauty 
appeal. 


J une—Sparks-Withington Com- 
pany, Jackson, Mich., announces 
creation of the Sparton Foundation 
to compensate youths for securing 
home demonstrations of the Sparton 
radio. 


June—Talking neon sign unveiled 
by Gaw-O’Hara Envelope Co., Chi- 
cago. 


OFF THE 


PRESS IN 


JANUARY 


MARKET DATA for AGENCIES 


instantly available, easy to find 


Advertising Agencies Say: 


“We have always found this 
book of considerable value. It is a 
distinct improvement in the new 
orm.” 


“We shall make excellent use of 
this publication as we have in 
previous years. 


“For several years we have been 
keeping a complete file of these 
books, and we refer to them fre- 
quently during the course of the 
year. 


“If you did nothing more than 
collect, as you do, the important 
statistics compiled by the various 
business papers and by the Gov- 
ernment, the time saved us in 
making industry studies would be 
tremendous.” 


“This is one of the handiest vol- 
umes in our office and it is used by 
practically every member of our 
organization.” 


“The 1930 edition was passed 
immediately to our research de- 
partment. We find it informative 
and useful.” 


“We use the Market Data Book 
almost daily as we are constantly 
in need of information such as you 
furnish on markets and 
publications.” 


“We find the Market Data Book 
unusually handy and valuable for 
agency work, because it is totally 
unlike any other book on 
marketing.” 


“All of us in this agency find the 
Market Data Book extremely 
valuable.” 


“It is a definite and valuable 
contribution to the problem of 
marketing. 


“The tables, graphs and distri- 
bution data preceding each classi- 
fication of publications is invalu- 
able, especially in preparing 
prospective schedules.” 


“It is the most practicable and 
useful reference book of its kin 
we have ever seen. Your method 
of indexing publications makes it 
@ genuine time-saver.” 


The Market Data Book 


channels. 


source book. 


circulations and rates. 


tising agencies. 


meets in an intensely practical 


way the everyday needs of the advertising agency and 
advertising department for information on a hundred major 
business fields. Here in concise, easy-to-find form are data 
on the size of markets, the number of units in every business, 
the buying habits of trades and industries, and the trends 
that affect the sale of goods to industry and through trade 


The Market Data Book is the ideal quick reference 
It is compiled from more than a thousand 
sources, checked with government and other official figures. 


Here, in a single volume, are the results of innumerable 
independent market surveys, government census findings, and 
business facts obtained from authentic research organizations. 


Also, The Market Data Book contains a complete directory 
of business publications of the United States and Canada, 
carefully classified and indexed, giving all mechanical data, 


The Market Data Book, in its 1931 issue, the tenth 


edition, is the one indispensable reference book for adver- 


Use the coupon below to obtain your copy— 


CLASS & INDUSTRIAL MARKETING, 
537 South Dearborn Street, Chicago. 


Please enter my subscription to Class & Industrial Marketing for one 
year, for which | will pay $2.00 on receipt of your bill, and send me 
without charge the new 1931 edition of The Market Data Book. 


April—Eastman Kodak Company 
announces gift of 500,000 kodaks to 
children 12 years old in May. 

July—W. A. Sheaffer Pen 
pany becomes largest color 


Com- 
roto- 


GOES WEST 


Frank G. Hubbard 


After 12 years with Batten, Bar- 
ton, Durstine & Osborn, New York, 
Mr. Hubbard has joined Fuller & 
Smith & Ross, Cleveland agency, as 
vice-president. 


gravure advertiser by using 38 
newspapers through McJunkin Ad- 
vertising Company. 


July—Chrysler Corporation starts 
$1,000,000 radio campaign on Ply- 
mouth car. 


July — Colgate-Palmolive-Peet 
Company starts newspaper cam- 
paign for Palmolive Beads. 


August—Arlington Park Jockey 
Club, Chicago, uses big space in 
newspapers to create new patrons of 
racing. 


August—Campaign of Studebaker 
Corporation of America is based on 
theory that “competition was never 
weaker,” A. R. Erskine explains. 


August—Western Television Corp., 
Chicago, launches newspaper cam- 
paign on television receiving sets. 


September—Ultra-violet ray and 
endorsements by famous men new 
Lucky Strike theme. 


September—Holeproof Hosiery 
Company’s campaign features color 
ensemble charts for correct combin- 
ing of all costume accessories. 


October—Monarch Metal Weather- 
strip Company finds economy appeal 
stronger than mother love. 


October—Foot-high wax figures 
revealed as source of illustrations in 
Sinclair Refining Company’s cam- 
paign. 


October—Singer Sewing Machine 
advertises free dressmaking school 
to build market for sewing machines. 


November—Grigsby-Grunow Com- 
pany takes 8 pages in color in Good 
Housekeeping for new Majestic re- 
frigerator. 


November—Fruit Industries, Ltd., 
enters Chicago with “pure juice of 
California wine-grapes,”’ after suc- 
cessful Milwaukee campaign. 


November—Delivered prices fea- 
tured in Nash Motors advertising. 


November—California Fruit Grow- 
ers Exchange to devote $1,600,000 
1931 appropriation to effect of or- 
anges and lemons in saving teeth. 


December—Libby, McNeill & Lib- 
by explain sizes of cans in new cam- 
paign for pineapple. 


December—Adolf Gobel, Inc., meat 
packers, run sensational “Give us 
beer” copy in newspapers. 


December—Nation-wide campaign 
for farmer launched by Outdoor Ad- 
vertising Association of America. 


December—“It’s a fact” advertise- 
ments of Hart, Schaffner & Marx 


called most popular series. 


December — Lambert Pharmacal 
Company to feature Bobby Jones in 
radio series. 


Trade Associations 


March—Declaring that the third 
largest cigarette manufacturer 
spends more for advertising than the 
entire building industry, Fenton B. 
Turck, Jr., vice-president of the 
American Radiator and Standard 
Sanitary Mfg. Co., urges National 
Building Survey Conference to build 
industry’s volume through advertis- 
ing. 


May—C. R. Swisshelm, sales man- 
ager of Crescent Tool Company, tells 
American Hardware Manufacturers 
Association that foreign manufac- 
turers are offering imitations of 
American merchandise, copying 
manufacturers’ names and_trade- 
marks, at fractions of American 
prices. 


June—National Confectioners As- 
sociation passes resolutions author- 
izing establishment of Candy Insti- 
tute and instructing officials to raise 
$2,000,000 to cover three-year co- 
operative advertising program. 


July—National Retail Hardware 
Association voices complaints against 
manufacturers who allow unwar- 
ranted discounts to mail order 
houses and who make special brands 
for such outlets. 


September — Laundryowners Na- 
tional Association of America ap- 
proves industry’s co-operative cam- 
paign for coming year involving ex- 
penditure of $750,000 for magazine 
space. 


September—Full Fashioned Hos- 
iery Exchange is organized by Julian 
Armstrong to provide trading facil- 
ities for industry similar to stock 
and grain exchanges. 


October—American Society of Re- 
frigerating Engineers goes on rec- 
ord against controversial advertis- 
ing. 


October—National Hardware As- 
sociation (jobbers and manufactur- 
ers) hears speakers score public util- 
ity merchandising departments, 
claiming that utilities can undersell 
on appliances because of profit from 
increased load. 


November—National Tire Dealers 
Association approves motion to ac- 
cept financial assistance proffered by 
manufacturers. Proceedings indicate 
that independent tire dealer may 
soon resume much of former impor- 
tance. 


December—Members of Associat- 
ed Leaders of Lumber and Fuel 
Dealers of America take steps to 
form $68,000,000 corporation to mer- 
chandise and finance sales of bonded 
homes on generous terms. 


Distribution 


March—Department of Commerce 
expert predicts rapid growth of au- 
tomatic vending machines for con- 
venience goods. 


April—Sears, Roebuck & Co. an- 
nounces plan of “single responsibil- 
ity” to sell guaranteed homes. 


, May—Motor boat show indicates 
industry is competing with automo- 
biles in many sections. 


May—Sinclair buys Pierce Petro- 
leum corporation, operating Pierce 
Pennant Terminal hotels for 
tourists. 


July—Durium Products Corpora- 
tion sells 2,000,000 phonograph rec- 
ords weekly through news and pe- 
riodical trade on consignment basis. 


July—Instalment method extended 
to all merchandise, except groceries, 
by Montgomery Ward & Co. 


July — Colgate - Palmolive - Peet 
Company requires dealers to sign 
agreement not to sell component 
parts of “deal” separately. 


August—Tires and tire service 
added to gasoline stations operated 
by Standard Oil Company of New 
Jersey. 


September—First National Style 


Show held under auspices of Nation- 
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January 3, 1931 


ADVERTISING AGE 


Mergers 


al Home Furnishings Program. 
September—Lever Brothers give 
package of Lux for coupon from 
newspaper advertisements. 
December — Tremendous growth 
predicted for frozen food market at 
New York meeting. 


December—Adcraft Club of De- 
troit celebrates 25th anniversary. 


Extracts from Addresses 


March—It is better to get an im- 
mediate solution that is 60 per cent 
right than to spend a year for one 
that is 75 per cent correct, Dr. A. J. 
Snow, of Sears, Roebuck & Co., told 
the Chicago Advertising Council. 

March—“Be hard-boiled,” is ad- 
vice of P. J. Kelly, B. F. Goodrich 
Company, to Chicago space buyers. 

April—Failure to follow the crowd 
is responsible for many advertising 
failures, says Turner Jones, Coca- 
Cola advertising manager. 


April—Co-ordinate all marketing 
activities under a director of dis- 
tribution, urges Arthur H. Ogle, 
Bauer & Black, Chicago. 


April—Colored bed linens and 
personality bed rooms create a suc- 
cess for the Pepperell Mfg. Co., St. 
Louis Club hears. 


May — Stuart Chase, economist, 
says Consumers Research Bureau is 
necessary to protect public. 

May—The American Tobacco 
Company deliberately used copy of a 
controversial nature, says Ivy Lee, 
to attract attention to Lucky Strike 
and Cremo. 


June—Advertising is shackled with 
inhibitions, James Montgomery 
Flagg tells the Advertising Club of 
St. Louis. 

December —M. H. Aylesworth, 
president of the National Broadcast- 
ing Company, makes sensational at- 
tack on radio transcriptions in Chi- 
cago address. 


Research 


Jan.—Hilding Alarik, director of 
research for the Minneapolis Trib- 
une, who is credited with originat- 
ing retail advertising institute idea, 
enrolls more than 600 in local class. 
Idea spreads to other large cities. 


Jan.—Dixon & Stewart issue first 
Standard Outdoor Advertising Sur- 
vey, prepared in accordance with 
recommendations of the Outdoor Ad- 
vertising Association. 


Jan.—Of 200 sales lost by a mid- 
west department store, poor sales- 
manship accounted for 177, accord- 
ing to an anlysis by the Bureau ot 
Foreign and Domestic Commerce. 

Jan.—Survey by the Radio House- 
hold Institute indicates that about 
11:15 A. M. is best time to reach 
housewife with radio advertising. 

Feb.—Prairie Farmer, Chicago, 
publishes survey of McLean County, 
Ill., contradicting survey made by 
The Country Gentleman which indi- 
cated that district is peopled largely 
by tenant farmers. 

Feb.—Women buy 80 per cent of 
men’s clothing, M. P. Troyan of 
Frederick Loeser & Co., Brooklyn, 
tells National Retail Dry Goods As- 
sociation. 

March—Association of National 
Advertisers retains Crossley, Inc., 
to check radio broadcasts. 

April—Sales of drapery and up- 
holstery materials in modern designs 
were 15 per cent of the total in 1929, 
compared to 3 per cent the previous 
year, according to survey by Na- 
tional Retail Dry Goods Association. 

April—Investigation conducted by 
Ray Lyman Wilbur, Secretary of the 
Interior, discloses that between 15,- 
000,000 and 20,000,000 persons in 
the United States are unable to read 
with understanding. 

April—That there are at least 12 
different types of jobbers is the con- 
clusion of Theodore N. Beckman, 
Bureau of the Census, who stated the 
relative volume of business done by 
each group would be determined by 
the Census of Distribution. 

April—Since 1926, exclusive deal- 
erships in the automobile field have 
increased from 69 per cent to 80 
per cent, according to a survey by 
Automotive Industries. 


of Large Agencies are Feature 


May—That the sales quota should 
be acceptable to the salesman is ad- 
vocated by William J. Rielly, direc- 


HEADS TYPE BOARD 


- 


E. M. Diamant, chairman of the 
National Board on Printing Type 
Faces, which is trying to bring or- 
der of the present type chaos. 


tor of research of the Erickson Com- 
pany. 

May—The bulk of farmers’ in- 
comes is spent in towns of less than 
10,000, C. J. Galpin of the United 
States Department of Agriculture 
tells the Newspaper Departmental 
of the Advertising Federation of 
America. 


June—Calling attention to the 
market data service rendered na- 
tional advertisers by country news- 
papers, Herman Roe, field director 
of the National Editorial Associa- 
tion, tells conference there are now 
twenty research bureaus functioning 
in this field under the auspices of 
state associations. 


June—Two-thirds of the popula- 
tion live on family income of $2,600 
a year or less, Elaine Cleveland 
Norden of the MacMartin Advertis- 
ing Agency, Minneapolis, tells 
Eighth District, Advertising Feder- 
ation of America. 


July—That the ensemble idea is 
just dawning and that as a result 
manufacturers will soon be forced to 
joint action in marketing their prod- 
ucts, C. Gordon Anderson, director 
of sales and publicity for Burdine’s, 
Miami, Fla., told the National Re- 
tail Dry Goods Association. 


July—The average investment in 
advertising for each novel published 
is 17 cents, while sales promotion, 
overhead and incidental costs are 39 
cents per copy, according to the 
Book Publishers Research Institute. 


July—Department of Commerce 
and the National Drug Store Sur- 
vey Committee, select St. Louis as 
laboratory for a study of retail drug 
store problems. 


September—Bureau of Census re- 
leases first census of distribution’ fig- 
ures. 


Other Developments 


Jan.—L. M. Barton becomes man- 
aging director of 100,000 Group of 
American Cities. 


Jan.—T. W. LeQuatte named ex- 
ecutive vice-president A. F. A. 


Feb.—The Harvard Awards went 
to Cyrus H. K. Curtis, Philadelphia; 
Batten, Barton, Durstine & Osborn, 
Inc., New York; Northern States 
Power Company, Minneapolis; West- 
inghouse Electric & Mfg. Co., East 
Pittsburgh, Pa.; Newell- Emmett 
Company, New York; Arthur Kud- 
ner, Erwin, Wasey & Co.; Silas 
Spitzer and Anton Bruehl; E. R. 
Squibbs & Sons; Kenyon & Eck- 
hardt, Inc., New York; and Paul W. 
Stewart, Bureau of Foreign and Do- 
mestic Commerce. 


March—National Board on Print- 
ing Type Faces recommends 17 type 
faces. 


March—Anti-chain crusade of W. 


K. Henderson, of Shreveport, via 
radio, attracts nation-wide interest. 

March—A. Stein & Co., Chicago 
manufacturers of garters, bid for 
good will of hosiery industry by ad- 
vertising importance of long stock- 
ings for children in cold weather. 

April—Lucky Strike cigarette 
copy appealing to women declined 
by Prairie Farmer, Chicago. 


May—Reciprocal advertising plans 
announced by advertisers. Du Pont 
names products which are wrapped 
with Cellophane and manufacturers 
of those products feature the Cello- 
phane wrapping. 


May—Christian Science Monitor 
won the prize of additional space of- 
fered by Batten, Barton, Durstine & 
Osborn for effective co-operation in 
the Gillette safety razor campaign. 


June—United Cigar Stores Com- 
pany adds mystery books to its line. 


July—C. C. Younggreen leaves 
Klau-Van Pietersom-Dunlap-Young- 
green, Milwaukee, to join the Dun- 
ham-Lesan Company, Chicago. 


August—Saturday Evening Post 
withdraws ban on cigarette adver- 
tising. 

Aug.—Alfred T. Falk succeeds N. 


W. Barnes as director of the Bureau 
of Research, A. F. A. 


Aug.—F. J. Ross joins Fuller & 
Smith as chairman of board. 


Aug.—Sponsored films, new ad- 
vertising idea, advanced by Warner 
Brothers and others. 


September—Capt. Coste delivers 
five French advertisements to New 
York dailies after trans-Atlantic 
flight. 


September—C oca-Cola_ stops 
crowds at Portland, Oreg., with 
beach beauties in outdoor advertis- 
ing structure. 


Sept.—H. K. McCann Company 
and Erickson Company merge. 


Oct.—Procter & Gamble poster 
takes leading award in first national 
outdoor exhibit of Chicago Advertis- 
ing Council. 


Oct. — Express Motion Poster 
Service formed to sell advertising 
on the sides of vehicles of the Rail- 
way Express Agency. 


Oct.—Gillette and Auto Strop 
open merger negotiations. 


October—Dr. S. W. Wynne resigns 
as Health Commissioner of New 
York in fight over endorsement fea- 


tured in Colgate copy. 


October—McGraw-Hill Publishing 
Company inaugurates charge for 
copy and layouts. 


November—Only 50 good copy- 
writers, says Bruce Barton. 


November—Sears, Roebuck & Co. 
sell three pages of advertising in 
spring catalog. 


December—Complete figures for 
year show magazine advertising 0.9 
per cent off from 1929. National 
farm papers lose 7 per cent. News- 
paper loss estimated at from 8 to 
16 per cent. Radio gains about 33 
per cent. 


December—Sherman Corporation 
survey shows consensus against pro- 
hibition. 

December—Mail order houses cut 
prices 6 to 25 per cent. 


Reprints Gems 


Helen Seevers, St. Louis advertis- 
ing woman, has reprinted in book 
form some of her copy, under the 
title, “Why the Waste-Basket?” 
Copies are available to those inter- 
ested. 


Clayton Pays Bonus 


The Clayton Magazines, New 
York, enjoyed a good year, and 
paid substantial bonuses to em- 
ployes. 


William ‘¥ Hamilton comes to Liberty 


as special advertising representative 


WiLt1AM T. 
HAMILTON has joined 
the business staff of Lib- 
erty Magazine as special 
advertising representa- 
tive. 

Mr. Hamilton’s expe- 
rience in advertising has 
included both the agency 
and the publication 
field. For several years 
he was advertising man- 
ager of Cosmopolitan 
Magazine. Later he be- 
came advertising man- 
ager of the New York 
American. 

For the past seven 
years he has been east- 
ern advertising manager 
of the Condé Nast 
Group. 

Mr. Hamilton believes 
that Liberty Magazine 
presents an unusual op- 
portunity to national ad- 
vertisers at a time when 
they are more than ever 
demanding the greatest 
possible return for 
their advertising expenditures. 

RR 

“Investment bankers agree,” 
said Mr. Hamilton, “that even 
the strongest list of securities 
must be reviewed and revised as 
economic conditions change. 

“The same holds true for ad- 
vertisers. The publications in 
which they invest their appro- 
priations must be carefully se- 
lected to assure a return for 
every dollar. This year, particu- 
larly, advertising expenditures 
will be and should be closely 
scrutinized. 

“My work has made it neces- 


sary for me to make a searching 
analysis of every important na- 
tional publication. I am con- 
vinced that Liberty is the Triple 
A advertising medium of our 
times. It has dramatically shown 
how strongly intrenched it is in 
public favor. Its tremendous cir- 
culation, mainly in the impor- 
tant buying centers, has been 
built by single copy sales and 
sustained by an unparalleled 
appeal to the interest of the 
American family. 

“T have elected to invest my 
own future in Liberty because 
every avenue of logic leads me 


to the conclusion that it is the 
outstanding medium for adver- 
tisers in this bread-and-butter 
cycle of advertising.” 
TE 

Liberty’s advertising cost is 
the lowest in the field of major 
magazines. For 1931 Liberty 
guarantees over 2,500,000 aver- 
age net paid circulation. No in- 
crease in advertising rates. The 
largest single copy sale of any 
magazine. 


Libe 


A Weekly for Everybody 
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SHOE 
INDUSTRY 


the publication 
is the 


BOOTend SHOE 


a 


AGAIN IN 
CINCINNATI 


where, theoretically, each person, 
spends fifteen dollars a year for foot- 
wear, Boot and Shoe Recorder sub- 
scribers sell ninety-four per cent of 
the total retail footwear volume. 


In round figures those shoe mer- 
chants who look to the Recorder for 
guidance on merchandising and foot- 
wear style trends do an annual busi- 
ness of six and a half million dollars. 


Investigation discloses that they scan 
the advertising pages as closely as 
editorial pages in their search for 
means, methods and merchandise for 
greater profit. 


Certainly—in the shoe industry the 


publication is the... . . 
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Branches: BOOT and SHOE 
ois § RECORDER 

PHILADELPHIA 
ROCHESTER The Great National Shoe Weekly 
CHICAGO A UNIT OF THE 
CINCINNATI UNITED BUSINESS PUBLISHERS, INC. 
ST. LOUIS Two Thirty-nine West Thirty-ninth Street 
NEW YORK 
WE ARE ART TYPOGRAPHERS 


NOT TYPE TRICKSTERS 


YPOGRAPHY “all prettied up” 


like a lovy-dovy wedding cake? No! 


Typography made starkly repulsive by 


the “back 
We stand, 


-to-ugliness” cultists? No! 


squarely between the two, 


for the naturalness that is art and 


the beauty of simplicity 


LEE & PHILLIPS, INC. 


Typographers Who Prove It With Proofs 


228 EAST FORTY-FIFTH STREET, NEW YORK 


Successors to 


MONTAGUE LEE COMPANY, INC. & FREDERIC NELSON PHILLIPS, INC. 
GRAPHI© TYPESETTING CORP. @ CAXTON TYPOGRAPHERS, INC 


Regulation, Litigation 
January—Federal Trade Commis- 
sion rules that testimonials which 
are paid for must be so indicated in 
the copy. 


January—The American Medical 
Association establishes the Commit- 
tee on Foods to analyze advertised 
products and extend the use of an 
accepted emblem to those qualifying. 


January—Federal Trade Commis- 
sion and Department of Agriculture 
form joint committee to curb frau- 
dulent advertising. 

January—Paul B. Dunbar, De- 
partment of Agriculture, tells the 
National Canners’ Association that 
use of the word “health” in advertis- 
ing constitutes a misbranding under 
the food and drugs act. 

January—Federal Trade Commis- 
sion dismisses charges of conspiracy 
against American Association of 
Advertising Agencies, and four 
other associations, thereby settling 
the question as to whether the 
agency commission of 15 per cent is 
legal. 

February—National Better Busi- 
ness Bureau publishes bulletin criti- 
cising American Cigar Company’s 
advertising of Cremo Cigars. 

February—Company in which 
George Herman Ruth, the baseball 
star, is official, is denied registration 
of “Babe Ruth” as trade-mark for 
candy bar. 


February—Federal Trade Com- 
mission publishes rules relating to 
direct selling companies, aimed spe- 
cifically against misrepresentation 
in seeking agents. 

February—Arthur E. Meyerhoff, 
local agent, advocates licenses for 
advertising men. 

March—Patent office denies reg- 
istration of “Iced-Air” by McKee 
Refrigerator Company on opposition 
of Frigidaire Corporation. 

March—Cuyahoga County Court 
of Appeals frees editor and editorial 
writer of Cleveland Press on 
charges arising from paper’s criti- 
cism of court decision. 

March—The committee on Foods 
of the American Medical Associa- 
tion, in the busiest week since its in- 


‘| ception, approves 13 food products. 


March—The greater the price, the 
more discrimination is exercised by 
the purchaser and the less danger of 
confusing two similar trade-marks, 
stated the Patent Office in allowing 
registration of “A. S. 1857” to the 
American Silver Company over the 
protest of the International Silver 
Company, owners of “1847 Rogers 
Bros.” 


March—The Jones Bill, requiring 
a license for outdoor advertising 
plants and taxing outdoor advertis- 
ing 3 cents per square foot, becomes 
New Jersey law. 


April— Carroll Chandler Sales 
Company files suit against Pitts- 
burgh newspapers to determine 
whether newspapers may arbitrarily 
exclude advertising. 


April—Armour & Co., Swift & Co. 
and affiliated interests file amended 
petitions seeking relief from the 
packers’ consent decree. 


April—Court of Customs and Pat- 
ent Appeals sustains opposition of 
California Packing Corporation to 
registration of “Del Monte” as 
trade-mark for coffee, by Tillman & 
Bendel, Inc. 


June—The Federal Advertising 
Agency wins Government’s suit to 
collect $184,000 taxes, the court 
holding the agency is entitled to the 
personal service classification. 


July—Decision of Federal Trade 
Commission against the Raladam 
Company, manufacturer of Mar- 
mola, is reversed by the United 
States Circuit Court of Appeals. 


August—The Postoffice Depart- 
ment announces news run for a con- 
sideration must be marked “adver- 
tising.” 

October—The United States Su- 
preme Court affirms decision award- 
ing the William H. Rankin Company 
$302,011 against the Outdoor Adver- 
tising Association of America. 


New Advertising Mediums Developed During Year 


100,000 Farms Are 


Electrified in 1930 
New York, Jan. 2.—About 
100,000 farms were electrified 
in 1930, the National Electric 
Light Association reports. 
This was the largest gain 
ever made in one year. The 
total number now electrified is 
680,000 


Recommends 


Food Markets 
Run by State 


Albany, N. Y., Jan. 2—Estab- 
lishment of a state-wide system of 
regional food markets to be operated 
by the state is favored by Governor 
Roosevelt’s Agricultural Advisory 
Committee, which believes there is 
“an acute need” for such a system. 

A resolution adopted by the com- 
mittee said: 


“Whereas, there is an acute need 
for the establishment of a compre- 
hensive state-wide system of re- 
gional food markets to provide suit- 
able outlets for the products of the 
farms of the State and to decrease 
food costs to consumers; 

“Be it resolved, that such mar- 
kets should be State owned and 
State controlled, that there should 
be appropriated sufficient funds for 
the establishment of the first of such 
markets and that the Department 
of Agriculture and Markets be au- 
thorized to select the site for such 
first market.” 


Quaker Oats Veteran 
Dead of Heart Attack 


James H. Douglas, veteran of the 
Quaker Oats Company, Chicago, 
died at his home in Lake Forest, 
near Chicago, December 27 of a 
heart attack. He had been ill for 
three months, but appeared to be 
recovering. 

Mr. Douglas, who was 72 years 
old, was chairman of the executive 
committee of the Quaker Oats Com- 
pany. 

He was one of the founders of 
the breakfast food industry. More 
than 50 years ago he started in the 
oats milling business at Cedar Rap- 
ids, Ia., and was identified with the 
development of several small com- 
panies which eventually were ab- 
sorbed by Quaker Oats. He joined 
the company in 1895 and ten years 
later was made vice-president. 


White’s New Chief 
Returns from Africa 


Ashton G. Bean, new president of 
the White Company, Cleveland, re- 
turned from a visit to Africa during 
the holidays and assumed his new 
duties. Robert W. Woodruff, who 
has been president of White, as well 
as the Coca-Cola Company, will 
serve as chairman of the board of 
the former. 

Mr. Bean is about 53 years old. 
His selection is said to have been 
—v at the instance of Mr. Wood- 
ruff. 


Hugh McKay Joins 
Joseph Katz Agency 


Hugh McKay, formerly of Lord 
& Thomas and Logan, has become 
vice-president of the Joseph Katz 
Company, in charge of the New 
York office. 

Mr. McKay spent seven years 
with Lord & Thomas and Logan, be- 
ing manager of the copy department 
for part of that period. During the 
last year, he has been with the 
Crowell, Crane Williams Company, 
Chicago. 


Hulse Re-elected by 
Printing Division 

Edward Pierce Hulse has been re- 
elected chairman of the Printing In- 
dustries Division of the American 
Society of Mechanical Engineers, 
New York. 

John Clyde Oswald was elected to 
a five-year term on the executive 
committee. Walter E. Wines, of the 
American Newspaver Publishers As- 
sociation, was made secretary. 


TEACHERS ELECT 
PAUL CONVERSE 


Cleveland, O., Jan. 2.—Paul D. 
Converse, of the University of Illi- 
nois, was elected president of the 
National Association of Teachers of 
Marketing and Advertising at its 
15th annual meeting here this week. 

The following vice-presidents were 
named: advertising, R. R. Aurner, 
University of Wisconsin; general 
marketing, Vergil S. Reed, Boston 
University; retailing and wholesal- 
ing, E. S. McGarry, University of 
Buffalo; sales management, R. S. 
Alexander, Columbia University. 

Hugh E. Agnew, New York Uni- 


versity, was re-elected secretary- 
treasurer. Directors were chosen as 
follows: 


Fred E. Clark, Northwestern Uni- 
versity; E. T. Grether, University 
of California; H. H. Maynard, Ohio 
State University; Dean J. F. Pyle, 
Marquette University; C. N. 
Schmalz, Harvard Business School, 
and MacKenzie Stevens, University 
of Louisiana. 


Kenyon Company 
Is Succeeded 
by New Agency 


Boston, Mass., Jan. 2—The Ken- 
yon Company, Inc., Boston advertis- 
ing agency, established in 1925, is 
to be acquired by a new corporation 
to be known as Dorrance, Kenyon & 
Co., Inc., which, effective January 1, 
will operate as the New England 
division of Dorrance, Sullivan & Co., 
Inc., of New York. 

The new corporation has acquired 
by purchase, as of December 22, the 
business, good will and equipment of 
The Kenyon Company, Inc., and will 
continue the business as a complete 
Boston unit without staff changes, 
at 260 Tremont Street. 

Alden H. Kenyon, president of 
The Kenyon Company, becomes pres- 
ident of the new corporation and 
Sturges Dorrance, president of Dor- 
rance, Sullivan & Co., becomes 
chairman of the board and treasurer. 
Other officers of Dorrance, Kenyon 
& Co., will be made up of present 
officials of The Kenyon Company 
and Dorrance, Sullivan & Co., as fol- 
lows: 

Ira N. Jelalian, vice-president; W. 
Arthur Cole, vice-president; H. M. 
Overstreet, secretary; Lester H. 
Gibson, assistant treasurer. 

Staff members will be _ inter- 
changed between the New York and 
Boston units as required and all 
space buying, accounting, research 
and marketing work will be handled 
at the New York offices. Complete 
copy, art, mechanical and service 
staff will be maintained at Boston, 
as at present. 


William T. Hamilton 
Joins “Liberty” Staff 


William T. Hamilton has joined 
Liberty, New York, as special ad- 
vertising representative. Mr. Ham- 
ilton has had varied experience. 

He served as advertising man- 
ager of Cosmopolitan for Several 
years. Later he became advertis- 
ing manager of the New York 
American. 

Seven years ago he became East- 
ern advertising manager of the 
Conde Nast Group, a position which 
he now leaves. 


Gasoline Production 
Gains 21 Per Cent 


Production of gasoline and other 
products by petroleum refineries in 
1929 was valued at $2,597,370,000, 
f. o. b. factory, the Bureau of the 
Census reports. This was a gain of 
21.7 per cent over 1927. 


New Sylvania Agency 

The Sylvania Products Co., 
poria, Pa., has placed its os om 
with Cecil, Warwick & Cecil, New 
York agency. The 1931 campaign 
will stress both Sylvania radio tubes 
and incandescent lamps. 
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DISPLAY ROOM — FIND THE MERCHANDISE 


—National Photograph & Adv. Co. 


The new display rooms of the Camp Corset Co., Chicago, in the Merchandise Mart, 
are notable in that no merchandise is displayed. Most of the manufacturers in that build- 


ing have adopted this style and recommend it to their dealers. 


CHAIN STORES 
ARE OPTIMISTIC 


New York, Jan. 2—Executives of 
chain store organizations believe 
that 1931 will see further growth 
in that system of distribution, ac- 
cording to a survey made by R. W. 
Lyons, executive vice-president ‘of 
the National Chain Store Associa- 
tion. 

Albert H. Morrill, president of 
the Kroger Grocery and Baking 
Company, reported that chain com- 
panies have added to the number of 
regular employes during the year 
and have increased their payrolls 
by 10 per cent. Likewise, the 
number of stockholders more than 
doubled. 

Ward Melville, president of the 
Melville Shoe Corporation, said that 
the company sold 300,000 more pairs 
of shoes during the last quarter of 
1930 than in any similar period. 
The company will open 20 or 25 
new stores during the first quarter 
of 1931. Most of these new outlets 
will be in the Thom McAn chain. 

For the J. C. Penney Company, 
Earl C. Sams, president, reported 
that the company has reduced its 
inventory by 10 million dollars as 
compared with a year ago. The 
1,456 stores comprising the chain 
are in a position to take advantage 
of any change in the situation. 


Pick Shoe Retailer 
As Sales Manager 


M. C. Hansen, who conducted a 
retail shoe store for 25 years, has 
become sales manager of the Hamil- 
ton-Brown Shoe Co., St. Louis. Mr. 
Hansen has been with the company 
for four years. 

He succeeds H. W. Brown, re- 
signed. 


Has Feed Account 
Barlow, Feeley & Richmond, of 
Syracuse, are now handling the ac- 
count of the Beacon Milling Co., 
Cayuga, N. Y., maker of stock and 
poultry feeds. 


Hotel Has Agency 
The St. Nicholas Plaza Hotel, in 
Cincinnati’s new 48-story building, 
has placed its advertising account 
with the Procter & Collier Co., Cin- 
cinnati agency. 


Less Butter Used 
Production of butter in the United 
States in 1929 was valued at $664,- 
415,000, according to the Bureau of 
the Census. This is a decline of 4.5 
per cent in value and 2.9 per cent in 
quantity since 1927. 


Erwin, Wasey in 
Minneapolis 
by Affiliation 


New York, Jan. 2—Affiliation of 
the Mac Martin Advertising Agency, 
of Minneapolis, with Erwin, Wasey 
& Co., has been announced by Ar- 
thur Kudner, president of the latter. 

The new company, which will have 
headquarters in Minneapolis, will 
be known as Erwin, Wasey & Co. 
of Minnesota. Mr. Mac Martin will 
be president and treasurer. A. H. 
Kudner and O. B. Winters, of New 
York, will be vice-presidents, and 
Chester Foust of Chicago, secretary. 
Three other Minneapolis advertising 
men will complete the directorate: 
C. W. Conaughy, Joseph MacGa- 
heran and E. C. Norden. 

Clients of the Mac Martin Adver- 
tising Agency will be served by the 
same executives as in the past, but 
with the benefit of the enlarged re- 
sources which include research and 
merchandising departments in New 
York, Chicago, Los Angeles, San 
Francisco and Seattle in the United 
States, and London, Paris, Berlin, 
Milan, Brussels, Oslo, Rotterdam, 
Barcelona, Zurich, Copenhagen, 
Stockholm and Helsingfors, abroad. 

Some of the national advertisers 
now being served by the Mac Martin 
Advertising Agency are: Minnesota 
Valley Canning Company, Com- 
mander-Larabee Corporation, Per- 
fection Milker Company, Federal 
Schools and the Shevlin, Carpenter 
& Clarke Company. 

Among the well-known products 
advertised by Erwin, Wasey & Com- 
pany’s American offices are: Car- 
nation Milk, Eversharp Pencils, 
Goodyear Tires, Havoline Oil, Phil- 
co Radios and Post Toasties. 

Mr. Kudner said that the business 
of the Mac Martin Agency gained 
28 per cent in 1930. 


Joins Paine 

George W. Day has become sales 
and advertising manager of the 
Paine Company, Chicago, manufac- 
turer of electrical, plumbing and 
hardware specialties. 

Mr. Day has been manager of the 
home ventilating department of the 
American Blower Co., Detroit. 


Discharge Receivers 


Receivers of the Rochester (N. Y.) 
Herald have been discharged by 
United States Judge Adler. Credi- 
tors of the newspaper, which went 
into receivership in 1925, received 
55 per cent. The Herald has since 
been absorbed by the Democrat and 
Chronicle. 


URGES DEALERS 
TO BUY ‘EDGES’ 


Peoria, Ill., Jan. 2.—With its best 
year—thus far—behind it, Altorfer 
Bros. Company, manufacturer of 
electrical household appliances, is 
not only establishing warehouses on 
the Pacific Coast, but is to invade 
Canada with a plant at Montreal. 

The 1931 advertising program is 
the largest in the company’s his- 
tory and Silas H. Altorfer is urging 
distributors and dealers to do more 
advertising on their own score. 

“There’s one point about the pres- 
ent situation that can’t be dodged,” 
the president said in a letter to the 
trade. 

“It’s the finest market for ‘edges’ 
that has presented itself for many 
years. At no time in the last decade 
has it been possible to buy an edge 
on one’s competitor as cheaply as it 
can be obtained right now, simply 
because the majority of our com- 
petitors are failing to make use of 
the edges they themselves might 
purchase. None of our dealers will 
conserve advertising and merchan- 
dising energy simply because others 
are doing it. 

“Dealers should be careful of try- 
ing to sweat off too many expenses, 
else they will find themselves in the 
position of the overtrained and seri- 
ously weakened athlete. They should 
regard these expenses as_ invest- 
ments which will pay big dividends 
in the future if they are judiciously 
employed to buy that edge on com- 
petition which is obtainable at such 
a bargain figure today.” 


Cleveland Club Gets 


Seven New Members 


Seven new members have been ac- 
cepted by the Advertising Club ot 
Cleveland. They are Henry J. Stef- 
fen, Halle Bros. Co.; R. J. Zettler, 
American Multigraph Sales Co.; Ed- 
ward D. Green, Wolf Envelope Co.; 
Everett D. McCurdy, attorney; War- 
ren A. Mellinger, J. & E., Inc.; and 
ee A. Smith, Paper Trade Jour- 
na 


Latz Gives Award 
for Hotel Research 


An award of $400 for research 
into the factors which influence 
travelers in their choice of hotels 
has been given to Cornell Univer- 
sity’s hotel course by Harry Latz, 
New York advertising agent. 

The study will be completed by the 
summer of 1931 and the results made 
available to the hotel industry. 


Shaded Lights 
Mark De Luxe 
Butcher Shop 


Except for the fact that fresh 
meat is the stock in trade, the new 
Evanston store of the General Mar- 
ket House Company, Chicago, bears 
no resemblance to the time-honored 
retail butcher shop. 


The new store, located at 815% 
Davis street, will specialize in pack- 
aged meats. There will be no butch- 
ers, no chopping blocks, no scales 
and no sawdust floors. 

The cuts will be packed in card- 
board cartons with cellophane tops, 
so that the purchaser may see what 
she is purchasing. The packages will 
be kept in refrigerated showcases. 

There will be carpets and rugs on 
the floor, easy chairs, tables with 
shaded lights and ash trays, where 
shoppers may take their ease, and 
the packages will be sold by. uni- 
formed salesladies under direction 


of a manager who is an experienced 
packaged meat man. 

The General Market House Com- 
pany operates 80 butcher shops of 
the common variety in Chicago. 
Their future will hinge largely on 
the reception accorded the Evanston 
store. 


Miller Joins Lay 


As Brann Liquidates 

W. L. Brann, Inc., New York ad- 
vertising agency, will discontinue 
operations early in 1931. Mr. Brann 
has been president, with S. E. Lang- 
doe as treasurer. 

George Laflin Miller, who has 
gained prominence under the pen 
name of Aesop Glim, has left the 
Brann agency to become vice-presi- 
md of the Lay Company, New 

ork. 


Campaign for Brick 

The face brick division of the 
Southwest Clay Products Institute, 
Dallas, Texas, has started a co-oper- 
ative advertising campaign. News- 
papers in the principal cities of the 
state will be used, with direct mail 
and personal contact for follow up. 


Cream! 


HOSPITAL MANAGEMENT reaches 
the cream of its field, all over the 
country—the leading institutions ev- 
erywhere, comprising the best in 
quality and the bulk of the market 
in quantity. 

Recent surveys of our circulation 
in two of the largest cities in the 
country, one in the East and one in 
the West, are available to those in- 
terested in this rich market. They 
lead strikingly and convincingly to 
the conclusion suggested above. 

You can reach the hospital market 
with high efficiency and econom 
through HOSPITAL MANAGEMENT, 
receiving without additional charge a 
complete sales service—directory, 
deily information bulletin and list- 
ing of your Hterature. 


Let_us help you get your share of 
one hu million dollars spent 
every month by the hospitals. 


HOSPITAL 
MANAGEMENT 


Member A.B.C.—A.B.P, 
537 S. Dearborn Street 
Chicago, IIl. ; 


HIS newly completed sur- 

vey is available on request 

to any advertising or sales 
executive. Address the Adver- 
tising Department. 


RETAILING 


A Fairchild Publication 
8 East 13th Street NEW YORK 


will keep you 
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Advertising Age 
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significant developments in all 
branches of advertising. 


$1 a Year---52 Issues 


posted on the 


Coupon 


Advertising Age, 
537 S. Dearborn St., 
Chicago 


You may enter my subscription for one year. I 
enclose $1 (check, currency, or money order.) 
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Non-Subscriber 
to Program Used 
Emblem, Charge 


Indianapolis, Jan. 2—The Na- 
tional Home Furnishings Program 
has filed suit for $15,000 damages 
in the federal district court at Kan- 
sas City, Mo., against the B. Gor- 


man Furniture Company, Kansas 
City, Kans., which is not a_sub- 
scriber to the Program, on the 


ground of unfair trade practice. 

The suit alleges that the defend- 
ant company has used the emblem 
and slogan of the Program in its 
advertising and that this use was 
illegal and damaging to the plain- 
tiff, in as much as the defendant is 
not a subscriber. 

It is the purpose of governing 
bodies of the Program to limit the 
use of the emblem and slogan to 
subscribers. Any similar cases of 
alleged infringement by non-sub- 
scribers will be prosecuted, it is said 
here. 


Always say 
ecp & A’ 


— because our out-of-town 
customers are just as en- 
thusiasticas are the Chicago 
concerns we serve— just as 
much impressed with the 
quality of our plates and 
mats and the high type of 
service we render. 


Partridge & And-rson 


Company 
Electros - Stereos - Mats 


712 FEDERAL STREET . CHICAGO 


ONE OF THE PERSONALIZED CARTOONS USED IN THE TYPE- 


MR. WARNER 


it's 


Personalized 
Letters Sell 
Typewriters 


New York, Jan. 2—A _ novel 
method is being used by the Reming- 
ton-Rand Business Service to help 
salesmen sell more noiseless type- 
writers. It takes the form of a di- 
rect mail campaign, including a ser- 
ies of three personalized letters and 
a giant telegram. The campaign 
was prepared and handled by the 
Harry Latz Service, Inc., patentees 
of Latz personalized letters. 

The campaign is supporting Rem- 
ington salesmen in the company’s 14 
district offices throughout the coun- 
try. The salesman provides the dis- 
trict sales manager with a list of 
all prospects, including not only 
those he has solicited, but important 
executives of the same firms. 

The salesman signs the letters, 
which are mailed to the prospects at 
weekly intervals in quantities of 10 
each day. At the top of each letter 
is a pen and ink sketch stressing 
the copy theme of the campaign— 
that noise decreases the productivity 
of employes. 

Both sketch and letter are person- 
alized by use of the recipient’s name. 
This is done by using a stencil on 


The following are a few 


ment over the centuries. 


900 GRAND CONCOURSE 


Do Better Business Bureaus 
Better Business? 


We are investigating the Better Business Bureau system. 
Our probe has revealed startling revelations. 


16-page report of our committee. 


A Better Business Bureau seems to rest altogether upon rights 
purely assumed and powers entirely self-asserted. 


Those who establish private agencies of prosecution and punish- 
ment, usurp the natural functions of the state and are its insid- 
ious enemies and, if not checked, would ultimately displace the 
state and substitute the rule of the racket for the system of 
jurisprudence that is the product of man’s s!ow but sure develop- 


There can be no denying that the public impression of fraudulent 
practices in business has been intensified by the activities of the 
Better Business Bureaus. Their managers, having no financial 
interest in business, are little concerned with the general good 
will that business might enjoy, and that they might destroy. 
These managers have an eye toward preserving the fear of their 
sting and the demand for their opiates. 


FACTS AND FUNDS 


Persons having facts (not hearsay) deemed to be of interest to 
the Investigating Committee are invited to communicate them. 
Persons, organizations and corporations desiring to give finan- 
cial support to this investigation are invited to remit to “Com- 
mittee To Investigate B.B.B.,”’ Suite 220, Concourse Plaza 
Hotel Bldg., 900 Grand Concourse, New York. 


Reports will be mailed on request. 


For further information communicate with 


THE BRONX CHAMBER OF COMMERCE 


Telephone: Jerome 1090 


excerpts clipped from the 


NEW YORK 


WRITER C AMPAIGN 


A RACKETEER ! 


each letter under the Latz patented 
process. 

A fourth mailing piece is a giant 
telegram. The recipient’s name ap- 
pears in massive type matching the 
body of the message, this work also 
done with a stencil. 

After the prospect has received all 
four of these pieces the salesman 
pays a personal call. Officers of the 
company say that since the cam- 
paign began there has been a notice- 
able upward trend in sales. 


Hebert Moves; 
Is Optimist 
on Outlook 


Louis A. Hebert, Inc., successful 
direct mail house of Chicago, moved 
from 471 East Ohio street to new 
quarters in the Palmolive building 
this week. 

Louis A. Hebert, president of the 
company, is optimistic over the busi- 
ness outlook. 

“When I entered the field 25 years 
ago,” he said, “it was necessary to 
sell the majority of manufacturers 
on advertising before you could dis- 
cuss any specific plan. 

“This situation has reversed itself. 
Almost every company of any im- 
portance has adopted advertising as 
an integral part of its policy. The 
salesman can confine his talk to the 
definite plan he has in mind and it 
will be accepted or rejected on its 
merits, as a rule.” 

Mr. Hebert said that his company 
mailed out more pieces in December, 
1930, than in any other month since 
it has been in business. 


Plan Burner Drive 
The Delco Appliance Corporation, 
Rochester, N. Y., subsidiary of the 
General Motors Corporation, will en- 
ter the oil burner field with a new 
burner to be known as Delco Heat. 
General Motors recently acquired 
the Rickard Engineering Corp., of 
Brooklyn and its oil burner is being 

redesigned for sale by Delco. 


Eat More Ice Cream 


Production of ice cream, ices and 
specialties in 1929 was valued at 
$288,615,000 at the factory. The gain 
in value was 2.1 per cent, and in 
quantity, 6.8 per cent over 1927. 

The industry accomplished this 
larger production with fewer work- 
ers and a smaller payroll. 


Butter Substitutes 
Are More Popular 


Shipments of oleomargarine and 
butter substitutes in 1929 were 
valued at $51,751,000. While this 
was a slight decrease in value from 
1927, it represented a gain of 5.6 
per cent in quantity. 


Win Phoenix Prizes 

The Phoenix Hosiery Company, of 
Milwaukee, will provide 64 women 
with stockings for periods of from 
one to ten years. 

The prizes were awarded for let- 
ters written during the company’s 
1930 radio campaign. 


Ritchie Leaves “Star” 
Ralph Benjamin, of the Portland 
(Oreg.) News, has been appointed 
editor of the Seattle (Wash.) Star, 
succeeding A. J. Ritchie, resigned. 

Both are Scripps-Howard papers. 


Olin, Veteran 
of Advertising, 
Taken by Death 


Bristol, Conn., Dec. 31.—Funeral 
services for Charles Franklin Olin, 
advertising manager of the New De- 
parture Mfg. Co., who died Christ- 
mas Day, after a long illness, were 
held here December 27. 

Mr. Olin, who was 60 years old, 
spent 26 years as advertising man- 
ager of the local company, which 
manufactured New Departure ball 
bearings and coaster brakes. 

He received his early training in 
the newspaper field, and at one time 
was editor and manager of the 
Bristol Press. 

Coming to the New Departure 
Manufacturing Company in his thir- 
ties, Mr. Olin not only found time 
to do a good job as its advertising 
manager, but took an active part in 
club work. 

He was not only a member of the 
Technical Publicity Association, of 
New York, and the National Indus- 
trial Advertisers Association, but of 
the Advertising Club of New York 
and the Hartford Advertising Club. 
He was formerly a member of the 
speakers’ bureau of the Associated 
Advertising Clubs of the World, 
predecessor of the Advertising Fed- 
eration of America. 

Mr. Olin is survived by a widow 
and four children. 


Ex Lax Profits 


from Advertising 
Bonuses were handed out to em- 
ployes of the Ex Lax Mfg. Co., 
Brooklyn, at the 17th annual ban- 
quet December 27, at which “Chic” 
Sale was the principal speaker. 
Louis Weigert, sales manager, at- 
tributes the larger 1930 volume to 
increased advertising. The company 
featured “Chic” Sale copy in both 
newspapers and magazines during 
the year. 
The account is handled by the 
Joseph Katz Company, New York. 
S. Matz is advertising manager. 


Miller Has Agency 


I. Miller & Sons, Inc., Long Island 
City, N. Y., manufacturer of I. 
Miller and Wingate shoes for 
women, has placed its advertising 
with the G. Lawrence Fertig Com- 
pany, New York. Newspapers, thea- 
ter programs and fashion magazines 
will be used. 

Alec Moss is I. Miller’s new ad- 
vertising manager. He has _ been 
with the Columbia Pictures Corpo- 
ration. 


Oil Burner Sales 


Lower in 1930 

About 125,000 oil burners were 
sold in 1930, according to the Amer- 
ican Oil Burner Association, New 
York. The total number in opera- 
tion at the end of the year was 
654,000. 

Sales aggregated $20,000,000, cost 
of accessories and _ installations 
bringing the total to $69,000,000, 
somewhat less than 1929 volume. 


Durston to Boston 
Gilbert H. Durston, advertising 
and sales promotion manager of the 
Mohawk Carpet Mills, Amsterdam, 
N. Y., since 1925, has resigned to 
join the Heywood-Wakefield Com- 
pany, Boston furniture manufac- 
turers. 
Mr. Durston will have charge of 
sales promotion on new outlets. 


Gives Basis for 
New Label Rule 


on Corn Sugar 


Washington, D. C., Jan. 2—Elimi- 
nation of the requirement that 
eanned foods containing corn sugar 
be labeled to that effect was in- 
spired by a desire to provide a new 
use for farm products, Arthur M. 
Hyde, Secretary of Agriculture, 
said. Between 50 and 100 million 
bushels of corn will be used an- 
nually in making corn sugar, as a 
result of the new ruling. 


The use of corn sugar has been 
permitted heretofore in ice cream, 
confectionery and many other prod- 
ucts without declaration. The effect 
of the change will be confined al- 
most entirely to canned foods. 


Secretary Hyde ruled that: “Corn 
sugar (dextrose) when sold in pack- 
ages, must be labeled as such; when 
sold in bulk must be declared as 
such; but the use of pure refined 
corn sugar as an ingredient in the 
packing, preparation or processing 
of any article of food in which 
sugar is a recognized element need 
not be declared upon the label of 
any such products. 


“Nothing in this ruling shall be 
construed to permit the adulteration 
or imitation of any natural product 
such as honey by the addition of any 
sugar or other ingredient what- 
ever.” 

The discrimination against corn 
sugar has been in effect since the 
Federal Food and Drugs Act was 
passed 23 years ago. 


Only 10 other cities* have a daily news- 
paper with as large a circulation as The 


Des Moines 


Register and Tribune 
Over 240,000 Daily 


*New York, Boston, Chicago, D etroit, Cleve 
land, Philadelphia, Baltimore, KansasCity 
Pittsburgh, St. Louis and Des Moines. 
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Photostat Service 4 
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REDUCE YOUR COST 
OF SELLING fevers ros canis, 


Folders, Blotters, Booklets, Catalogs, etc., etc. 
Postage and The Mailb thly i 
published continuously since 1915—is entirely 
devoted to Direct Mail Advertising and Selling. 
Tells how to reduce selling cost. Full of sound 
business ideas, information and facts. $2.00 a 
year. At end of year, we return $4.00 if you are 
not satisfied. Send 25c for sample copy. 


Postage and Mailbag § 23th, Street 


A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 
Confidential, painstaking attention to the indi- 
vidual problems of each client. An interview wil 
convince you that we can get you the right eon- 
nection. While we operate under the employment 
agency law, our methods are unlike any other 

agency. 


ieetmenes A os SERVICE 
i) 


Gurney Chrysler, 


527 Fifth Avenue, New York Murray Hill 10488 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 
MULTIGRAPHING, MAILING 


PROVE IT! 


SHOW HIM THE LETTERS 


in your _e—pre coples to ease 
sales thru their use. P Write [comptes ond artes 
AJAX PHOTO PRINT CO., 33 W. Adams 8t., Chicage 
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information 
for Advertisers 


(Continued from Page 4) 


than $1,000,000. It tells how the 
publication’s circulation coincides 
with the market. 


194a. The Marketing of House and 
Home Furnishings. 


This study shows that in depart- 
ment stores doing an annual volume 
of from $2,000,000 to $5,000,000, 
home and house furnishings ac- 
count for 26.3 per cent of sales. 
How these sales are divided is one 
of the interesting presentations 
offered by Retailing. 


195. Seribner’s Magazine, Opinion 
Maker. 

Here is a peep into the editorial 
sanctum and at the mass of material 
which passes over the editor’s desk. 
The method of selection is the basis 
for the publication’s claim that it is 
a maker of opinions among those 
whose opinions count. 


176. The Golf Market. 


Golfdom, Chicago, has completed 
its annual survey of what has hap- 
pened among the golf links of the 
country and stated the facts in an 
eight-page booklet. 


124. The Recorder Outlook. 

This is a monthly bulletin written 
by Arthur D. Anderson, editor of 
Boot & Shoe Recorder, New York, 
in which he points out changing 
trends in the industry. Advertisers 
will find this a convenient method 
of keeping informed. 


WANTE « Advertising Manager for 
* a group of magazines. 
One who can analyze the advertising pos- 
sibilities of each magazine and present 


such an analysis effectively to advertisers, 
This job requires a man possessing selling 
ability and enthusiasm and capable of or- 
ganizing and directing an advertising de- 
partment efficiently. State age, experience, 
and salary. All replies will be treated con- 
fidentially. Address Box Advertising 


Age, 407 Graybar Bldg., New York. 


Complete Coverage of the Church Field 


CHURCH MANAGEMENT 


The Business Magazine of the Churches 


Auditorium Building 


Cleveland Ohio 


$ 


1200 ROOMS 
WITH 1200 BATHS 
@ All rooms are outside. . 
@ All rooms have Servidors. 
@ Alll rooms have Circulating 

Ice-Water 


OPPOSITE PENNA. STATION 


31* ST. & 7 AVE. 


NEW YORK 


BUSES STOP 
tind AT DOOR 


MORE FORGEFUL 
SELLING SEEN 
FOR NEW YEAR 


Industries Seek Larger Share 
of Dollar 


New York, Jan. 2—Aggressive 
merchandising of services as_ well 
as commodities, new products de- 
veloped through research to meet 
specialized needs, the invasion of 
style into the field of staple com- 
modities, reduction of both manufac- 
turing and selling costs through fur- 
ther mechanization of industry and 
trade, and continuation of the phi- 
losophy of employed labor at high 
wages as a fundamental basis for 
purchasing power—these are the 
major trends for 1931 as seen by 
the National Conference of Busi- 
ness Paper Editors and The Asso- 
ciated Business Papers, in their 
seventh semi-annual survey. 

Electrical World, Gas-Age Record 
and Electrical West emphasize the 
coming drive for new markets and 
aggressive merchandising policies by 
gas and electric utility companies. 
These will include co-operative mer- 
chandising efforts through trade 
outlets on home appliances. 

Steel and Iron Age emphasize that 
an intensive selling program, both 
in the extension of markets and of 
technical research in the develop- 
ment of new products, is under 
way. Also, determined efforts will 
be made to make old line commodi- 
ties attractive through quality, style 
or novelty. 


Study Service Stations 


National Petroleum News expects 
further development of merchandis- 
ing through the gasoline filling sta- 
tion and a follow-through on the 
searching study of supply and de- 
mand for petroleum and its prod- 
ucts, recently made by the American 
Petroleum Institute. 


The National Provisioner expects 
packers to continue to eliminate dis- 
tribution wastes through perfecting 
packaging of food products and fur- 
ther refinements of the refrigerating 
art. 


In the building field, the use of 
materials not formerly employed in 
building construction is to be ex- 
pected in 1931, with special atten- 
tion to new methods of construction 
to reduce costs as well as a develop- 
ment of new materials and special 
products. An effort will be made to 
modernize the distribution of build- 
ing materials through development 
of merchandising principles in the 
lumber trades. 


Building Supply News and Amer- 
ican Builder report that plans for 
home building on the instalment 
basis promise to play an important 
part in re-establishing the field of 
small-house construction. American 
Builder reports a movement to re- 
duce the second mortgage evil by 
long-time, high percent, first mort- 
gages, based on reliable appraisals, 
to stimulate small-home building. 


Lower Car Prices 


In the motor trades still lower 
selling prices through the reduction 
of manufacturing costs is expected 
by both Motor Trade and Automo- 
tive Industries. 


Publications in the service indus- 
tries, such as Hotel Management, 
Restaurant Management, Hospital 
Management, Starchroom Laundry 
Journal and National Laundry Jour- 
nal emphasize a special drive to 
modernize equipment and intensify 
sales effort, paralleled by a move to 
improve their services. Bus Trans- 
portation calls attention to the de- 
velopment of deluxe bus transporta- 
tion. 


Chemical and Metallurgical Engi- 
neering estimates $100,000,000 was 
spent in 1980 in 1,500 research lab- 
oratories for the development of 
new products. Some of these, such 
as synthetic ethyl and butyl alco- 


HELPING MILADY WITH HER ENSEMBLE 


/) 


de lye 
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The Oscar Nebel Company, New York hosiery manufac- 
turer, has answered the ensemble problem with its new package. 


The five colors with which any 


given shade of stockings can be 


worn are printed at the bottom of the cellulose wrapper now 


being used. 


hols, will become commercially im- 
portant in 1931. New plastics, 
resins, lacquers and metal finishes 
are also ready to compete for popu- 
lar favor. 

Probable reduction in total annual 
sales of radio of 25 percent is re- 
ported by Radio Retailing. On the 
other hand, the possibility of im- 
proving broadcasting to open new 
territories, and industrial use of 
radio may restore sales to past 
levels. Eighty manufacturers are 
now making midget radio sets. 


New Packaged Foods 


A line of packaged food products 
adapted especially to small families 
and urban trade is expected in 1931, 
according to The National Provi- 
sioner. 

In the shoe field, the major trend 
is, according to Boot and Shoe Re- 
corder, -in stimulating the use of 
new styles for foot covering and 
close fashion unity of dress and 
footwear, color, types and design. 

Simpler and foolproof airplanes 
must be developed, according to 
Airway Age, in order to create a 
market with the general public. 
This industry will devote much of 
its research and merchandising ef- 
fort during 1931 to this task, as 
well as that of producing faster 
planes for use on transportation 
routes. An airplane as simple to 
operate as an automobile is the goal. 

Pricing of service to reach a fig- 
ure that will be attractive to the 
public will be the merchandising 
effort of electric railway compa- 
nies, according to Electric Railway 
Journal. 

The National Underwriter notes 
that insurance companies are push- 
ing types of insurance which have 
been neglected or not well sold. 

In the sign and outdoor advertis- 
ing field there is a general trend to 
maintain prices by improved quality 
and service. In some branches, how- 
ever, mechanical methods have made 
lower prices for standard products 
profitable, according to Signs of the 
Times. 

In the paint and varnish fields, 
desire for color has resulted in 
greater uses of interior finishes, in 
the opinion of The American Paint 
Journal. In times of depression the 
American people spend more time at 
home and retail paint sales increase 
accordingly. 


Messinger New Head 
of Oliver Farm 


C. R. Messinger, president of the 

i Milwaukee, 
Wis., became president of the Oliver 
Farm Equipment Co., Chicago, Jan- 
uary 1. 

This company was formed in 1929 
by the merger of the Oliver Chilled 
Plow Works, the Hart-Parr Com- 
pany, and American Seeding Com- 
pany. 


Plan Outdoor Meet 


The 37th annual convention of the 
Outdoor Advertising Association of 
Pennsylvania will be held at Lan- 
caster January 19-20. The Bruns- 
wick Hotel will be the host. 


Washer Is Receiver 
for Louisville Daily 


Ben S. Washer has been appointed 
receiver for the Louisville Herald- 
Post. Mr. Washer, now a promi- 
nent attorney of Louisville, was at 
one time city editor of the Lowis- 
ville Herald. 


Adams Promoted 


John Adams, who has been with 
Building Investment, New York, for 
many years, has been elected vice- 
president. 


Wholesale Grocers 
and Canners 
CONVENTIONS 


Will be highlighted in 
the February issue of 
this magazine—in the 
usual inspiring, brief, 
informative style. A 
splendid issue in which 
to have your adver- 
tisement or start your 
campaign. Write for 
details. 


The New Era in 


FOOD DISTRIBUTION 
37 W. Van Buren St., Chicago 
295 Madison Ave., New York 


@ ADVERTISING 
CALENDARS 


Every sort, size, shape, color, design 
of business calendars . . . twelve-sheet 
. « + three-month-at-a-glance . . . 
weekly . . . postage-saving paper... 
wood or metal binding . . . a com- 
plete service from design to mailing. 

Write for samples on your business 
letterhead and we will make sugges- 
tions for your business. 

Now is the time to order 1932 
Calendars. 


The STONE 


PRINTING AND 
MANUFACTURING CO. 


ROANOKE, VIRGINIA 


TELEPHONES 
CALEDONIA 
6741-6742-6743 


I 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
may be purchased at the following News- 


stands in New York City: 
WOOLWORTH BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG., TIMES SQUARE 


DOUBLEDAY, DORANBOOKSHOPS, Inc. 
Graybar Building 
490 Lexington Avenue 


“everybody reads the 


“ 
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ADVERTISING AGE 


January 3, 1931 


*This space 
reserved for 


Collins and 


Alexander, Inc. 


*They are so busy wishing 
everybody a Happy New Year 
and thanking them for a good 
1930 that they even forgot 
their Advertising Age ad. 
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